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in CLEAR ans 


NTEED FULL YEARS) Sunlight BL CK 
at: 2 Resistant A 


ORS 
Ss HUNDREDS OF USES, INDOORS & OUTDO 

HA N 28", 36", AND 48” WIDTHS a COVERALL is Water-Tight, 

AVAILABLE 1! re 36” WIDE) Rot-Proof, Acid- Proof . “18 per- 

iw Fe * manent moisture arrier for pro- 
ONLY 26+ LIN. FT. ( roe cance eam tection under Concrete, in Building 
S Walls, also around Foundations. 
COVERALL makes an inexpensive 


* 
CLEAR PLASTIC OVER tarp for covering Brick, Lumber, 
= = Ye" CORD BASE Only 2% Lin. Ft. Machinery as well as Seed and Ferti- 
lizer bags in the field. Coverall 


* CLEAR PLASTIC OVER has Hundreds of Other Uses. f Z : | 
= = For current price list, sample and prod- | ~ : 
VY,” WIRE BASE Only 35¢ Lin. Ft. uct information on COVERALL see your = 
Jobber or write Warp Bros. Chicago 51. Bidg. Material Tarp Va 
* ‘ 
ocked in rtons 
- WIRE MESH Only 17¢ sq. Ft. 
oe : 4 3 and 9 Ft. 3, 6, 10%, 12, 16% | 6, 12, 16% and 
(Al 36" wide—alse in other widths) Widths and 20 Ft. Widths | 20 Ft. Widths 
R 
Don’t be fooled by inferior window materials that 
ik “just as good.”’ Only the Genuine has the name = alas 2 A re Black | B49 6, ooh ti ‘ ‘—o " 
r 
ant b Free to ©, Na- 
‘ write 


“‘Warp’s”’ branded along the edge for your protection. 


we 


VINYL PLASTIC | p L A S T- O @ M AT ‘ —— 


Ideal for homes, offices, A Tough, Low Cost Transparent 


flexible, long weeting FE Polyethylene Plastic Matting 


. and easily cleaned. c . 
== Permits color of carpet and floor to show through; 
Colorfully Displayed , is easily cleaned with a damp cloth; is flexible— 33¢ 
Comes in 2 Ft on Warp’s new five hoe ; can be cut with shears. PLAST-O-MAT is ideal LIN. FT 
») an t. Rolls roll fleer dispenser FUA-66. * for floor runners, mats, shelf liners, etc. Comes in 50 Ft. and 100 Ft. Rolls 
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Scores of dealers have found this two-step program works for more sales. 


Extra 


Rod Devil, 
Rug Cleaner 


The FP-33 can now be quickly trans- 
formed into an efficient, professional type 
rug and carpet cleaning machine, by the 
use of a simple snap-on attachment, shown 
above. A perfect, extra rental feature 
found in the Red Devil FP-33. 


RETAIL $19.95 Tox inci. 


First, attract mew rental customers for the easy handling Red Devil FP-33. Because 
the FP-33 is low in cost, a low rental price is possible. And—you make extra profits 
with tie-in sales of wax, sandpaper, steel wool, etc. 


Turn rentals on FP-33 machine into full price sales. Once a customer rents and uses 
the FP-33 in her own home, sees how light and easy it is to handle, she is a good 
prospect for outright purchase. Apply rental payments to the purchase price to clinch 


more FP-33 sales. 


It's as 
easy as that! 


By adding the FP-33 to your other rental machines 
you increase rental business and open the way for more 
full-price, FP-33 sales with your full 50% mark-up. 


The Red Devil FP-33 offers these advantages: 


Here is a light, sturdy floor machine spe- 
cially designed with the woman in mind. It 
is right for home waxing, polishing, scrub- 
bing, steel-wooling, sanding or refinishing of 
all kinds of floors. Counter-rotating brushes 
provide fingertip control. Modern styling 
attracts women, provides under-furniture 
clearance. Has more powerful motor (Under- 


Red Dewil Tools union, new serserv.s.a 
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writers approved) and 22 ft. long, insulated 
cable. Yes, the Red Devil FP-33 Floor 
Conditioner is tops with women everywhere. 


Floor Reconditioning Kit with steel wool 
pads and three grades of sandpaper discs 
also available for cash sales to either rental 


or purchase customers. 1867 
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A file for every purpose means a sale to every 
prospect. In order to sell all your prospects, stock 
and display these fastest selling Nicholson and 
mer merchandising program with this Black Diamond files. Get more from your spring 

and summer merchandising by featuring these 
assortment of Nicholson fast selling files! best known file brands and these quick turnover 
styles. Stock the full assortment. 


Put extra mileage in your spring and sum- 








Saw Files — First chance this year for outdoor projects. Feature Taper files — 
Regular, Slim, Extra Slim and Double Extra Slim in your saw section and your 
regular file display area. 6” and 7” are extremely popular lengths. 





Chain Saw Files — Nicholson and Black Diamond are the brands preferred 
by professionals and manufacturers. There’s a style for every make. Round, 
Square, Lozenge, Flat, Mill Bastard and the new 565-D and 887 for Oregon 
Chisel Bit saws. 





Mill File — This is the one for most general file users when smooth finish is 
required. It’s a year-in, year-out best seller, especially in the 8” size. 





Brand New This Year — 
and bound to be one of your 
fastest moving files. It’s the 


/ new Nicholson and Black 
Diamond Power Mower file 
for sharpening Rotary mow- 

> ers. Promote this heavily for 


Wood Rasps — Woodcrafters have summer projects in mind now, so feature traffic. Every one of more 
these rasps to get their attention. Be sure to have enough cabinet and wood than 5,000,000 rotary mower 
rasps and a good balance of smooth and bastard cuts. owners are prospects. 





Stock now fo sell through spring and summer 


weotto NICHOLSON FILE COMPANY, PROVIDENCE, RHODE ISLAND ey 


U.S.A. (In Canada: Nicholson File Company of Canada Ltd., Port Hope, Cntario) 
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...by BOYCO 


Premium Features 
at Competitive Prices 


GARBAGE CAN 
2 sizes: 5 gal., 10 gal. TAPERED ASH CAN 


4 sizes: 20 gal., 24 gal., 29 gal., 32 gal. 


Order both BOYCO and CAPITOL from your local hardware jobber now! 


UNITED STATES STEEL PRODUCTS 


5100 SANTA FE AVENUE, LOS ANGELES, CALIFORNIA « 1849 OAK STREET, ALAMEDA, CALIFORNIA 
DIVISION 
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now! 
BOYCO 
“Squat-Type” 











The new, low depth and 
raised double-seam 
bottom makes this pail 
practically tip-proof. 

All other features 
compare with Boyco’s 
well-known quality 
pails: U.S.S. quality 
steel hot dipped 
galvanized after fabrica- 
tion, reinforced side 
seams and wire top, 
securely welded ears, and 
tapered for easier 
nesting. Stock plenty 
and display this 

new pail ...it’s going 

to move fast! 
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emington Dealer Letter 


REG U5 pat OFF 


BRIDGEPORT CONN. 


ANNOUNCING AN AUTOLOADING 22 
RIFLE WITH BIG-GAME STYLING, 
BIGGER SHOOTER APPEAL 


RETAIL PRICE* 
$52.25 


New Remington “Speedmaster” Model 552 
completes first family of autoloading guns 


Here’s the 22 autoloader with built-in sales 
appeal. It looks, feels, handles like the famous 
Remington “Woodsmaster” Model 740 auto- 








SPECIFICATIONS! 


Tubular magazine capacity: 20 short, 


17 long or 15 long rifle cartridges. 
Stock and fore-end: American walnut. 
Semi-beavertail fore-end. Half pistol 
grip stock. Black composition butt 
plate checkered to prevent slipping. 
Safety: Remington special cross bolt 


safety. Sights: Step-adjustable sporting 
rear sight; white metal bead front 
sight. Receiver grooved for ‘“Tip-Off” 
type telescopic sight mounts. Barrel: 
23-inch round, tapered barrel. Length 
over all: 42 inches. Weight: about 514 
pounds. 


loading big-game rifle. Sells fast to adult 
shooters who like the big-rifle quality. . . sells 
even faster to the youngsters, who all want 
a man’s 22. 


Big Sales Features: 











@ Shoots 22 rim-fire short, long and long rifle 
cartridges interchangeably without adjustment. 


@ Single loading with auto-ejection for beginners. 


Exclusive single loading with auto- 
ejection expands market, makes it 
ideal even for beginning shooters... 


You've probably had this problem: boy 
wants autoloader; dad suggests single-shot. 
You'll find a profitable solution to this ques- 
tion in the new Remington “Speedmaster” 
Model 552. It not only functions as a light- 
ning-fast autoloader but, in addition, it may 
be used as a single-shot by simply remov- 
ing the inner magazine tube. 

An exclusive design permits cartridges to 
be loaded one at a time through the ejec- 
tion port, with automatic ejection on firing. 
So remember—now’s the time to stock, dis- 
play and really sell the new Remington 
“Speedmaster” Model 552! 


e Big-game rifle appearance, feel, handling. 
© Big-game rifle trigger and safety. 





Note the family resemblance 


New Remington ‘'Speedmaster'' 
Model 552 autoloading 22 





Famous Remington ‘‘Woodsmaster"' 
Model 740 autoloading big-game rifle 


New Remington ‘'Sportsman-58"' 
autoloading shotgun 





Advanced Course in 
Hardware Retailing 


**Woodsmaster,’’ ‘‘Sportsman’’ are Reg. U. S. 
Pat. Off. by Remington Arms Company, Inc., Bridgeport 2, Conn. 


rhe) 


**Speedmaster,’’ 











*Price subject to change without notice. 
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COMMEN T — 


“Get in It for Sure” 


In southern California there is a large hardware store cele- 
brating its third year. 


It is designed for self-service. However, there are 11 persons 
on the floor ready to go into a real sales pitch the minute a cus- 
tomer shows the desire for help. The owner is positive that he 
couldn’t increase his volume 50% each year if the store were 
operated on a 100% self-selection policy. 


Last January this dealer bought a car load of paint and put 
as much as possible on the sales floor. By early March only a frac- 


tion of it was left. This happened during the period when few 
merchants sold paint. 


He has a big window frontage on the main road of a valley 
town. He also has almost as much window space in back facing 
a parking lot. At the top of these windows he has displayed 
lighting fixtures for every room in the house. . . hundreds of 
them .. . with many wall type and outside lighting fixtures in 
the window proper. At night every one of them is lit up. The 
store glows like a Hollywood opening. This store probably has the 
largest stock of lighting fixtures on display for many miles. 


When the owner was asked about how he could stock so much 
merchandise, he answered in effect, “I figure that I am either 
going to get in it or stay out. You can’t do business with a sample 
stock.” 


There are 20,000 families in his trading area and he goes 
after everyone constantly. He buys with the intent to sell. 


Not everyone has the courage to operate on his scale. However 
yesterday’s method of having the merchandise in the store for 


customers when they need it doesn’t work so well today. You 
have to sell more... much more... than the demand item. 


Uljillts hen 
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Milwaukee Tool g 

is “dealing” indeed 

this spring! Order 

12 vises and you get one free. 

And the deal applies to every 

one of the vises you see here 
. .. smallest to largest. 
No “cut corners” in 
quality either. Each vise 
is built to the same 
traditionally high Mil- 
waukee standards... 
finest castings, machining 
and finishing. Write 
today for the deal... 
but hurry, offer is for 
a limited time only. 


NEW RED 
GIANTS. 
No. 807, 4”* 


No. 808, 5”* 


No, 600, 2%4”* | 


. 700, 3”* 


» 805, 342”* 


No. 822, 
No. 823, 41/2”* 


*jJow Width - 


MILWAUKEE TOOL 
& EQUIPMENT CO. 


783 S. 29th St.. Milwaukee 46, Wis. 
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OUR READERS WRITE 


... to the Editor 





Supports One-Twelfth 
Dear Sir: 

Thank you for your letter in reply 
to my card. 

I am a small neighborhood dealer 
and have, I think, been fairly suc- 
cessful in the twelve years I have 
been in the hardware business. In- 
cidentally, we recently bought prop- 
erty and moved into our new modern 
building. 

Our business has been built much 
on the one-twelfth of a dozen process. 
Your editorial (“One-Twelfth is Al- 
most Zero”, February issue) natu- 
rally hit me between the eyes. 

However, the manner in which you 
wrote your editorial could easily be 
misinterpreted. My impression, at 
once, was that any dealer who orders 
one-twelfth of a dozen, stocks one, 
sells it and orders another one. But 
this is not the manner in which the 
one-twelfth of a dozen always oper- 
ates. Granted, a few items do not 
warrant a stock of more than one and 
also it depends upon a dealer’s effi- 
ciency in watching his stock. We have 
the reputation of having many items 
that some of the larger hardware 
stores in-the area do not stock. Many 
of these items we stock only one. 

What your editorial did not bring 
out was that one-twelfth of a dozen, 
and we have many, is an order to back 
up a stock of one, two, three or more. 
Most of our invoices call for several 
one-twelfth items not because we are 
out of stock, but because we have 
sold one of a stock of two or three 
and are merely bringing our stock up 
to what we consider normal. 

I will admit it may take more 
time to operate this way, but it does 
have several advantages. We can get 
a much greater turnover on much 
less capital investment and warehouse 
space. Also, we can keep our stock 
fresher and more up-to-date. Further, 
we can keep up on price increases. 
Because we are only three days away 
from our source of supply, we order 
many one-twelfth-of-a-dozen items 
and still maintain an ample stock of 


*Yrierchandise. 


Yours very truly 
Don Hall 
Don Hall Hardware 


Thanks ... from Hawaii 
Dear Sir: 
Thank you for the consideration 
you have given to City Mill Company. 
I have received many letters from 
our suppliers in the hardware field 
on the “Mainland” telling me that 
they enjoyed reading your article on 
City Mill Company. 
Cordially yours, 
David C. Ai 
City Mill Company, Ltd. 
Honolulu, Hawaii 


Article Brings Letters to 
Wholesaler 
Dear Sir: 

We wish to thank you for the very 
nice article in your March issue re- 
garding the history and operations 
of the Helena Hardware Company. 

This article was very much appre- 
ciated and we thought that you would 
like to know that we already have had 
several letters from manufacturers 
complimenting us on this very fine 
write-up. Our boys on the road also 
report they have had favorable com- 
ments from many of our dealers. 

Yours truly, 

M. R. Wilson 

President 

Helena Hardware Company 


The "World" Goes in the 
Archives 
Gentlemen: 

Permit me to express my very 
sincere appreciation of the wonderful 
article on the “100 Years In Hard- 
ware,” of Chas. Brown & Sons, that 
appeared in the March issue of 
“HARDWARE WORLD.” Be assured that 
this issue wil be placed in the ar- 
chives of the company for future 
reference. 

Assuring you of the sincere ap- 
preciation of all of us here at Chas. 
Brown & Sons for the recognition 
that you have given our oganization, 
I am 

Most sincerely yours, 

S. Walter Newman, President 
Chas. Brown & Sons = 
San Francisco, California 


HARDWARE WORLD 





50 of 76 Years In Hardware 


SALES 


AL FEELY ay --- SOAK UP 


o.oo 


since 1006 Bi PROFITS! 


Dear Sir: 

From 1906 to 1919 I was a manu- 
facturers agent, selling cutlery for 
Rogers Bros., covering 11 eastern 


| ‘a * WITH THE SELF-SELLER 
states. In 1919, I came to Los Angeles ' a 
and started with Parmelee Dohrman 4 a THAT MADE HARDWARE 


Co. Nine years later they sold out to a rs " r 
M. Seller Co. and I went with them. 4.3 eS ; 4 } WEEK, HISTORY! 
(29 years with M. Seller Co.) For- * ; 4 
merly I covered the So. California, 
Arizona «and: Nevada territory, but 
now-work only the Los Angeles area. 

I have just passed the 76 year 
mark, but am still able to take a good 
long swim every chance I get. It’s 
my one hobby. 

I would like to see you “round-up” 
the names of the “old-timers” in the 
Hardware business. 


renege si PA eal 


Yours, 
Al Feely 
M. Seller Co. 


(HARDWARE WORLD is pleased to 
include Mr. Feelv in the membership 
of the 50-Year Club. A membership 
card will be sent to him, to commem- 
orate the event.) 


A New Addition 
Gentlemen: 
We would appreciate being placed DUPONT SPONGE YARN 
on the mailing list for future publica- Sy 
tions of the HARDWARE WORLD. a Highly absorbent. Holds 
Our store was opened the first of an SAN more water. Cleans 
February this year and from issues te bv = 
I. have seen I believe it will be most COMPACT "SILENT (- “paul floors faster. Applies 
helpful to us. Your window displays SALESMAN” Pome): ) | ' liquid waxes. Resists 
will be of great assistance. souring. Won't lint or 
a Oa ag ee FREE with er 
Very truly yours, . hile: tangle. Stays fresh and 


Irene H. Branch dozen. Sturdy Shipping 
Loma Hardware Carton is a 3-color Dis- clean after rinsing. Dries 
floors faster. Longer- 


San Diego, Calif. play that attracts traf- 
lasting than natural yarn. 


fic and sales from three 
sides . . . yet occupies 
NATIONALLY 
ADVERTISED 


floor area only 9”x18”. 


Looks Forward To H. W. Easy to set up. 


Dear Sirs: 


io ha-a8- DR 


Please change my address on your 
next issue of thee HARDWARE f 
WORLD, it sure is « wonderful mag- i424 ie 
azine and I look forward to reading Dice t pa: .° | 
it every month. : is USHES] 


BR 
Thanks for your attention. ER 4 y a 


Yours truly, OX FIBRE BRUSH COMPANY, INC. 
L. R. Whitmore raeoericn L0leblished /E8F mart. ano 


2117 4th. Ave. N. 
Seattle 9, Washington 
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If it’s not cold, it’s not drinking water! 


Right there lies the big selling point of ARCTIC 
BOY portable water coolers...they keep water 
refreshingly cold, sparkling pure and clear, thanks 
to the amazing SPARKLEEN liner that is abso- 
lutely non-toxic, odor- and taste-free. 


ARCTIC BOYS are big and rugged, too...they’re 
built to take abuse on construction jobs, at mines, in 
oil fields, warehouses, service trucks—everywhere 
men work. Ideal for hunters and fishermen, too. 


Stock and feature ARCTIC BOYS in popular 2, 3, 
5, 10 and 15 gallon sizes. With the famous De Luxe 
name and their many ‘“‘extras,”’ they’ll bring extra 
sales and profits to you! 


Eye-catching, full-color 


NOTE THESE 
CONSTRUCTI 


Hot-Dipped 
Galvanized 
Breast 





Large 
Opening, 
Straight 
Sides— 


Easy to Ice 
and Clean 
Double 
Locked 


Seams 
and Bottoms 


Corrugated 
Sides a 








a 


Non-toxic 
pee ing ad 
eeps water 
and other 
beverages 
sparkling clean, 


IMPORTANT 
DON FEATURES 


ies 


Riveted Handles 


Fully Enclosed 
Cover 


Extra Large 
Air Space For 
Better 
Insulation 


Hot-Dipped 
Galvanized 
Inset, 
Guaranteed Not 
to Rust or Leak 





odor- and 
taste-free. 





4 








Extra Deep 
Bottom 





Brass-Nickel 
Plated, 
Recessed 
Faucet 


Non-Movable 


Ask about these other Schlueter products A, a 3 Er S SF 


THE SCHLUETER MANUFACTURING . ST. LOUIS 7, MO. 
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ARCTIC BOY display card 
available on request. 


\K__ Inset Support 








Mickey Mantle packs ’em in the Stadium... 


Now he’ll pack ’em in 
your store! 


... With this Big League _ 
Traffic Builder! 


© Each time you order this q i 
‘Mickey Mantle Pack’’ of 


6 UNIVERSAL 


Four Endy, 


Pint Vacuum Bottles 
you get 36 coupons. 
Each coupon and $1.00 
gets customers a 
ON<ckeg Wantic 
AUTOGRAPHED BASEBALL 


VASEB 


ANE Sel La Ean St 











Buy this special “Mickey Mantle Pack” with six “Pour-Easy” 
. 3 : pint vacuum bottles. (No. 9980) No premium cost. 
7" . ‘(retail list $12.90.) Get the colorful display free. Display 
$2I5 ‘ eat contains 36 coupons you can use to build traffic in a big way. 
Only Each coupon and $1.00 gets your customers a Mickey 
RETAIL \ Mantle Autographed Official League Baseball. 


Department HW-1 
Landers, Frary & Clark, New Britain, Connecticut 
1am interested in the Mickey Mantle “Pour-Easy” Promotion! 
(] Please send me additional [] Please ship through my 
information. distributor___ Mickey 
Mantle Six-Pack(s). 
NAME TITLE 


COMPANY 


It pours like | 
a pitcher... <7 Situ ‘:" 


this 


never drips . | 


right 


a drop! 4 — 


ORDER 








CITY ZONE___STATE 
DISTRIBUTOR 








nt i ata alie ede: dak ale 


a 
LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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M-88 Merchandiser Unit 


only $10.00 complete 
with Free Display Panel 


® Complete unit consists of 20 Speedbor ‘88"’ 
wood bits for all electric drills in new self-selling 
Sellopak dress- up jackets with free display panel. 
Two each of sizes YM, %; 3 6, ¥%, % and 1". 


One each of sizes He, Ke, Ke, %,, % and vf ve 


®@ Buy complete unit for only $10.00. Sell bits for 
$15.00. Make $5.00 gross profit. 
® Display complete unit in only 14°4” of space on 
walls, door, peg board, end of island tables. 
® Displays complete stock on strong permanent 
hooks. 
® Panel is of sturdy all-metal construction with 3- 
color baked enamel finish. 
®@ Complete unit individually packed in shipping 
container. 

Shipping Weight: 3 Ibs. 
Remember: The Irwin Speedbor ‘‘88"' bores up to 5 

times faster with less power. 


Cy PARR RS RN A 


IRWIN SPEEDBOR “88” 


88. sowalies 


#8. wORONES 


wood bits for all electric drills 


exclusive hollow ground point ... hardened full length 


POST 


88., s0edIias 


PD 
> 
® 
° 
= 
eo 
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Get one or both Irwin Merchandisers Free 


You pay only for small display stock 
of Irwin bits in self-selling Sellopak 


Easy to mount on walls, doors, peg board, end of 
island tables. The first truly modern auger bit dis- 
play for the first truly modern auger bit | package— 
the new and exclusive Irwin Sellopak. A combina- 
tion that lets you put hand and power bits on display 


where they can be seen and sold. Stocks stay fresh 
and clean for fastest turnover, bigger dollar volume 
for you. You will want to put both of these Irwin 
Merchandisers to work in your store — so order 
today. Remember: The display panels are free. 


Order from your Irwin wholesaler today 


The Irwin Auger Bit Co., at Wilmington, Ohio, USA, since 1885 


— = =e 


M-62T Merchandiser Unit 


only $10.37 complete 
with Free Display Panel 


®@ Complete unit consists of 13 fastest cutting 62T 
hand brace bits in new self-selling Sellopak dress- 
up jackets with free display panel. One each of 
sizes 4, % , Ya, Ko, %, Ko, Yar Ko, Zr He 
and 1”, 
®@ Buy complete unit for only $10.37. Sell bits for 
$15.56. Make $5.19 gross profit. 
@ Display complete unit in only 1434” of space on 
wall, door, peg board, end of island tables. 
@ All metal construction with 3-color baked enamel 
finish—will last for years. 
® Displays stock on strong permanent hooks. 
® Complete unit individually packed in shipping 
container, 

Shipping Weight: 4 Ibs. 


Remember: Irwin 62T auger bits are made with a 
balanced cutting head for fastest boring action. 
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for faster, cleaner boring in wood 


best quality steel ... heat treated full length 
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ad O] OF. 4 ~My - tale) 


RETAIL 


JET ROCKET B-16 


RETAIL 


Two ways to sell a tough customer 


ONE —If your customer takes pride in the finest tools, pick 
up the Rocket hammer 

Point to its chrome-plated handle . .. the boron alloy, tubular 
steel won’t bend or break. The neoprene cushion grip absorbs 
impact shocks . . . won’t slip even when wet or in gloved hand. 

Explain how the mirror-polished head can’t loosen, ever. 
And remind him of the octagon-pattern head, a design long 
preferred by expert craftsmen. 

Then put the hammer in his hand . . . and ring up another 
True Temper sale. 
TWO — If your customer wants Rocket strength 
but balks at the price... 


and safety 
he’s ready for an easy sale of the new 
Jet Rocker hammer. 


Explain how he gets these original Rocker features: chrome- 
} 4 


RUE lLEMPE. 
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plated tubular steel handle that won’t bend or break . . . shock- 


absorbing grip that won't slip . . . drop-forged head that won't 
come off. 
Point to the glistening black head with its rustless finish. And 
let him feel the precise balance of this hammer. 
Phen talk price . . . and you’ve sold it. 
_mnnscssinteideiaal pian 
In either case you'll close a sale. Check your stock now of 
Rocket and Jet Rocker tools. Call your True Temper whole- 


saler. True Temper Corp., 1623 Euclid Ave., Cleveland, Ohio. 


We are an industry spousor 


Advanced Course in 
Hardware Retailing 


You 


can look to @G for leadership 
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Merchandise Now In The News 








155—SPRAY AWAY with Mist-Er 
Jet nozzle and new Mist-Er Mix at- 
tachment for application of insecti- 
cides, fertilizers, etc. Mixing attach- 
ment is controlled by thumb hole on 
top of device. Twist of nozzle ad- 
justs from fine spray to full stream. 
Ideal for washing car or windows in 
addition to regular garden chores. 
Bete Fog Nozzle, Inc. 


156—HOT UNDER THE COLLAR? 
Keep cool with this new Porta-Cooler. 
Portable evaporative cooler features 
sturdy 1/15 hp. motor to provide a 
high velocity of air. Easy, adjustable 
grille gives three-directional control 
of breeze. Requires no _ installation 
and has 3'%-gallon water reservoir 
or may be operated as a fan.—Rabar 
Incorporated. 
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157—HOLD EVERYTHING! At least 
holds to everything made of ferrous 
metal. New Magnet Lite makes use of 
a permanent type Alnico magnet to 
attach to convenient objects, freeing 
workmen’s hands for the work in- 
volved. Additional important features 
of the new light are its non-rolling 
square case, handsome chrome finish. 
—National Carbon Company. 


158—HANG-IT-ALL . . . Not a vio- 
lent expression, but the name of a 
new vertical charcoal broiler. This 
portable cooker holds the charcoal 
between two grills and cooks food on 
either side. One loading cooks an en- 
tire meal. Charcoal ignites quickly and 
fire is “ready” in minutes. Eliminates 
grease flare-ups. — Lakewood Manu- 
facturing Co. 








159—GOLDEN FOLIAGE may be an 
autumn thought, but it is also the 
design of a new line of glassware be- 
ing introduced in an 8-piece caddy set. 
The pattern consists on an overall 
frost with 22K gold leaves extending 
from top and bottom, a gold band at 
top and bottom finishes off the decora- 
tion. Caddy is in simulated gold wire. 
—Owens-Illinois. 


Mhded 


160—“THE FORTY-NINER’S” is the 
name of a new low price line of gar- 
den tools designed to meet the chal- 
lenge of foreign competition. Tool 
heads are of high grade steel finished 
in sparkling green. Sturdy hickory 
handles are contrasting yellow. Five 
tools are available; trowel, rake, cul- 
tivator, transplanting trowel, culti- 
hoe.—Gardex. 
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For additional information on 
any item shown on these 
pages, please circle number 
on the Reader Service Card, 
facing Page 48 in this issue 








HOLDS MORE THAN 50 itt 


161—A PLACE FOR EVERYTHING 
and everything in its place with this 
tool and utensil rack. Features a va- 
riety of openings to hold more than 
50 items. Rack is 113%” by 414” and 
is easily installed with screws in work- 
shop or kitchen. Made of heavy gage 
steel for durability. Packaged under 
transparent plastic on a red card.— 
Gunver Mfg. Co. 


162—A CLASSIC GIFT, is the mar- 
keting idea behind production and 
packaging of these thumbprint pat- 
tern milk glass reproductions. Cast in 
the original molds, these copies are 
of highest quality and make striking 
show pieces in many settings. Pack- 
aged in attractive, tasteful silver and 
black boxes.—Thatcher Glass Mfg. Co. 
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163—COOL, MAN, COOL .. . That’s 
the way foods and beverages will stay 
in this cooler chest. Production of the 
chest, formerly made by Majestic Co., 
has been taken over by the Lovell Mfg. 
Co. of Erie, Penna. The chest mea- 
sures 14,” long by 1134” wide by 16” 
high and is of all metal construction 
with glass fibre insulation. — Lovell 
Mfg. 


164—IT”’S NOT A RAY-GUN, but it 
is, perhaps, an equally ingenious 
mechanism. This ratchet head “Versa- 
tool” screwdriver answers almost all 
screwdriving needs. Choice of three 
blades to handle slotted or recessed 
screws in straight or offset positions. 
Universal ratchet-in-the-head works 
in either direction.—Shelton Plane & 
Tool Co. 
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165—“WAY TO A MAN’S HEART” 
(if the man is a gardener) is with 
this novel aluminum trellis. Excellent 
for protecting vines or flowers in 
summer, the trellis doubles as a room 
divider during winter months. Inex- 
pensive, easy-to-erect and mainte- 
nance-free.— Nichols Wire & Alu- 
minum. 


166—COOK OR DECORATE with 
these copper-tone “Alumelite” molds. 
Set includes grape and fish designs 
in four-cup capacity and a jel-slice 
shape in two-cup size. Styled to be 
used as wall plaques as well as for 
culinary purposes, the molds won't 
peel, chip or fingerprint.—Mirro. 


167—ROLL IT IN!! With summer 
months on the way, this family table 
that combines folding portability with 
redwood and steel construction will 
be a big extra for outdoor living. 
Width of unit is 54” and will seat 
eight. Coated with zinc-lystron to re- 
sist rust—Magna Mfg. Co. 
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NEW- 
Color-Coded Inventory Labels! 


INVENTORY 
CONTROL 


WORKING LOAD LIMIT 


GAN oe 
CAMPBELL A, SI en a ——— 


Ztam 


YORK, PENNSYLVANIA. <eesia7 


Instant, visible inventory record of each chain 
grade right on the label. No more time-con- 


suming, back-breaking physical inventory ! 


EXCLUSIVE WITH CAMPBELL’S EXACT 


"MEASURE: MARK’ 


C-NEZINEG NINE WONG NSD 


Only Campbell gives you a complete program—at no 
extra cost—to make it easy to buy—stock—sell chain. 
EXACT MARKING 
Chain is marked precisely at every five feet for quick, 
easy, accurate chain handling. 
COLOR-CODED IDENTIFICATION 
Color markings identify each grade of chain—in or out 
of the container. Green for ‘Proof Coil’—Red for ''BBB” 
—Blue for “High Test Steel’—Orange for "Cam-Alloy 
Steel.” 
STANDARD PACK 
In each container, guaranteed footage by chain size and 
grade is marked on the label. Standard package cost. 


Get ca touch with your Campbell representative— 
or write us direct. You'll want the full details on all the 
many profit advantages Campbell offers you! 


AVAILABLE ONLY FROM 


CAMPBELL CHAI N Compauy 


Main Office, York, Pa. 
West Burlington, lowa « Portland, Oregon + Sacramento, Calif. 
Makers of the famous Lug-Reinforced Tire Chains 
For Details Circle 12 on INQUIRY CARD 
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MERCHANDISING AIDS 


200—RUSTIC EYE APPEAL is the 
outstanding feature of this new wood 
floor display. Holding a selection of 
high grade barbecue tools, the two- 
sided fixture is 48” wide, 18” deep 
and 60” high. Displays 113 items in 
only 6 sq. feet of floor space—Wash- 
burn Company. 


201—“FAN MY BROW” but, here’s 
a neat idea for the display of two 20- 
inch fans. Aluminum stand is 2 feet 
square at the base. With stand, deal- 
ers receive: cardboard header, window 
streamer, easel-mounted guarantee 
ecard, all in red, black and gray.— 
Arvin Ind. 


202—“HOLDER GO-ROUND” is a 
revolving base, point-of-sale display 
of flower holders. Pointed toward the 
self-service market, displays stock in 
a saleable manner and sells without 
effort or time of clerk. Turntable- 
base makes maximum use of small 
space needed.—Beagle Mfg. Co. 
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MERCHANDISING AIDS 


Pep up Garden Chemical Sales 


by featuring 


Hayes 
Spray Guns 


203—“PILLAR OF STEEL” poured 

from a can, is featured in this mer- 

chandising kit. Point-of-sale mater- 

ial on this manufacturers plastic- 

steel product highlight outstanding 

features of the compound. Substance 

is pliable as modeling clay, hardens Show your customers how to 

like steel_—Devcon Corp. get RESULTS with garden 
chemicals—and you’ll be 
amazed at the increase 
in “repeat” sales. 


The way to do that is to stock, 
display and feature HAYES 
on ad —the sprayer that mixes, 
oon ous i 6 proportions and applies spray 
: aa 4 vaca J materials more efficiently 


than any other type of garden 
sprayer made. 


Approved by leading 
manufacturers of garden 
chemicals for proper 
application of their products. 


Models for every spray- $995 


ing need, priced from RETAIL 
ORDER TODAY FROM YOUR JOBBER 


204—SPRING FLOWER CART is 

used as a display for cellophane tape. 

Aimed at the home gardener, the 

stand and matching counter display 

point out the garden uses of the See all these guns demonstrated at the Garden Supply Show, New York—Feb. 17, 18, 19 
product and offer copies of a garden 

guide, with each 25¢ purchase.— 

Permacel Tape Corp. 


PUMP PLAN AT WORK 


A “Pump Specialist Plan,” out- 
lining monthly promotions designed 
to help jobbers and dealers sell more 
pumps and water systems, highlights 
the 1957 sales promotion program of 
The Deming Company, Salem, Ohio, 
pump manufacturer. 

The plan contains a regular sched- HAYES SPRAY GUN COMPANY 
ule of promotion activities and each rer of garden t 
month Deming offers sales aids to 
permit jobbers and dealers to follow 
the plan. 


nufact 
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PREFERRED BY CONSUMERS 2 TO 1 
IN VAST, IMPARTIAL NATIONWIDE SURVEY 


Never before has there been such overwhelming assur- 
ance that a new line of dinnerware will sell before it’s 
introduced on your counters. New Boonton Patrician 
Patterns were consumer tested across the nation 
against best-selling competitive designs by a famous 
research firm. The patterns shown were clearly pre- 
ferred by consumers 2 to 1! 


WHAT THIS SURVEY MEANS TO YOU... 


Modern survey sampling methods revealed_ definite 
trends important to you. Know the preferences of 
your customers in advance! Be able to stock the right 
Boonton dinnerware for your sales area and write up 
more sales... faster! Order today from your repre- 
sentative or write for valuable ‘pinpointed’ Consumer 
Survey that reveals definite pattern preferences in 
each of 11 geographical areas, including your own. 


EXCLUSIVE NON-SLIP, NON-CHIP EDGE 


Now Boonton scientifi- © ae 
cally reinforces danger : 

points with extra Mela- 

mine material. Thisspe- = 

cial measure of hidden 

strength guards the ex- © 

quisite beauty year 

after year. 


All Boonton Patrician Patterns 
attractively gift-packed. 


7 19% 
16-piece starter set EVERYWHERE 


BOONTON MOLDING CO., Boonton, N.J. 
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No. 888 Dy¥O-Mire 


POWER TOOL --. 


PLUS No. 8811 


$63 
SAW ATTACHMENT 


No. 10888 


Special till July 11957 *$3% 


FREE MERCHANDISING AIDS 


To help you tie in with this sensational sale and attract 
more customers to your store, a big, 36” x 15”’ green, red 
and black display banner and a colorful counter card are 
being included in each combination package containing 
the No. 888 Power Unit and No. 8811 Saw Attachment. In 


addition, Millers Falls is offering free folders for direct mail 
and counter pickup as well as newspaper mats. All are 
designed to increase your summer sales and profits. 


FULL TRADE DISCOUNTS APPLY 





These other inexpensive ‘‘Dyno-Mite” attachments for a Complete Power Workshop 
will bring customers back again and again for repeat sales — repeat profits. 


Bench Saw Hedge Trimmer Jig Saw Speed Reducer Bench Sander Bench Grinder Orbital Sander Power Plane Drill Press Stand Floor Polisher 
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Consists of free display fixture stocked 
with one No. 8006 Set of six bits and 
ines of ve six. —— sizes: 


consum Price 
Special tilt July 1, 1957 


Meta: Curtin 
KEYHOLE 
SAW 


a 


BLADE 


ay, 


Consists of free display fixture stocked : 
No. 7108 COUNTERSINK DISPLAY with 6 No. 525 Keyhole Saws and 3 Consists of free display fixture complete : 
Consists of free display fixture stocked extra No. 10 “Tuf-Flex” Blades. with six No. 100 Drills. 
with four 1%”, two 4%” and two % CONSUMER RESALE VALUE. $15.00 CONSUMER RESALE VALUE. . $2605 
No. 710 high speed vtec Regular Dealer Price. $10.00 Regular Dealer Price 
Special till July 1, 1957 Special till July 1, 1957 


Special fit July 1, 1957 
MILLERS FALLS ‘’‘TEN-OFF’’ PROMOTIONS ORDER 


MILLERS FALLS COMPANY, Dept. HW-15 
Greenfield, Mass., U.S.A. 
This offer expires July 1, 1957 


a | | gaa R 5 FA LLS Enter our order as follows subject to regular terms: 
Quontity Item Special Dealer Price 
q oO Oo | No. 10888 ‘’Sawbuck Sale’’ Combination 


consisting of No. 888 ‘‘Dyno-Mite’’ Power 
Unit and No. 8811 Saw Attachment 


SINCE 5256 Keyhole Saw Display 
1868 l 8001 Power Saw Display 
7108 Countersink Display 

. 1006 Automatic Drill Display 


825 Nail Set Display 
Ask your jobber today about this 


sales-making, profits-making Millers Falls Signed__ 
promotion or send coupon to 
Address 


MILLERS FALLS COMPANY City State 


Greenfield, Mass. My regular jobber is 


PLEASE PRINT LEGIBLY 
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You make a whale of a lot 
more profit with PYREX ware 





Display this new Oven-Freezer-Server Set 
featured in PYReEx advertising for June! 


@ 29,198,000 customers—in- 
cluding those in your own 
neighborhood—will be reached 
by four-color national advertis- 
ing on the new PYREX Oven- 
Freezer-Server Set. This power- 
ful advertising will appear in 
the June issues of Ladies’ Home 
Journal, Better Homes & 
Gardens and Progressive Far- 
mer. Tie in by building your 
own displays featuring this 
new PYREX Oven-Freezer- 
Server Set for $5.95 and get 
your share of this new business 
that’s coming your way! 

















ive principal advantages of PYREX ware 
enable you to make a whale of a lot 
more profit: 


1. Top consumer acceptance. PYREX ware 
is the acknowledged leader in the field. 


2. Complete line. There’s a PYREX ware 
dish for every cooking need. 


3. More markup. PYREX gives you greater 
than average margin of profit. 


4. Nearby distributor. You get almost im- 
mediate delivery, which means faster 
turnover with a controlled inventory. 


5. Negligible markdowns — and no work- 
room costs. 


Those are five good reasons why it will 
pay you to stock—and display—the full 
line of PYREX ware. 


CORNING GLASS WORKS, CONSUMER PRODUCTS DIVISION, CORNING, N. Y. 


VISIT THE CORNING GLASS CENTER, CORNING, N. Y. 
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“PYREX"’ is a registered trademark in the U. S. of Corning Glass Works, Corning, N. Y. 
For Details Circle 9 on INQUIRY CARD 
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YS 3 H OTTESToxan D 


IN HARDWARE 
MERCHANDISING 


is 


CABINET HARDWARE, FORGED IRON HARDWARE, BUILDERS 
HARDWARE, SCREWS AND BOLTS, MISCELLANEOUS 
SHELF HARDWARE PRODUCTS 


. ; 


all are ‘‘Select-a-Pak’d” to meet your every customer demand | 


Now your hardware department can include the fastest-moving items in 
smartly-styled Cabinet Hardware, Authentic Forged Iron Hardware, top- 
quality Shelf and Builders Hardware . . . “Select-a-Pak'd'’ to provide 
convenient customer inspection of merchandise. Order yours NOW ... 
all from 1 source . . . all from your National Lock supplier. In addition 
to a well-rounded inventory selection and simplified purchasing, Select-a-Pak 
offers many time-saving, space-saving dealer benefits, too! Write 
for illustrated Catalog-Price List No. 256 describing the program. 


NATIONAL LOCK COMPANY 


Rockford, IHinois : 7 : 
CABINET NATIONAL BUILDERS 


Merchant Sales Division HAROWARE LOCKSETS HARDWARE HARDWARE Lo 


CABINET FURNITURE SCREWS 
CKS CASTERS AND BOLTS 


For Details Circle 18 on INQUIRY CARD 
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X GRADE NORTHERN WHITE ASH handles 
are selected second growth stock, smooth 
sanded and lacquered. 

PATENTED STEEL I-BEAM increases strength 
50°% at point where most handle breakage 
occurs .. . yet retains natural resilience of 
ash handle. 


BOX SECTION CLOSED BACK is stronger 
and lighter than forged shank. Keeps dirt 
from collecting in frog. 


ROLLED SHOULDERS stiffen blade with what 
amounts to a tubular transverse section 





4 4 across the blade. It’s much stronger .. . Also 
ain makes a comfortable step. 
SHOVELS 7 ELECTRICALLY SEAM WELDED INSERT in 


HAVE i frog stiffens blade and shank with double 
THIS / thickness of metal. 


WOOD | 


FEATURE 
ARROW POINT, especially good in stony, 


rocky ground. Point cuts in like a ship's prow. 
Wears longer than regular round point. 


Arolite blade wears ia not 
concave like ordinary blades. 


AThe Wood Shovel & Tool Co., Piqua, itd 


Lie } we Lf j 
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YARDLEY | 


... pioneer of improvements . * | J TOUGH... 
in plastic pipe out-performs 


i I 
now introduces : a 


INSERT FITTINGS 
for use with PLASTIC PIPE 


MADE OF ZYTEL® NYLON RESIN 


Manufactured in accordance with Yardley’s exacting quality standards, these 
fittings are made of Du Pont Zytel nylon resin—the engineering material 
widely used for gears, cams and bearings. Each nylon fitting bears the seal 
of the National Sanitation Foundation. 


NYLON FITTINGS REPLACE ALL TYPES OF METAL 


No need to stock metal fittings. The new Yardley Nylon fittings resist repeated 
impact blows of 42 ft. pounds — damaging blows to fittings made of brass or 
steel. Most sizes are priced below brass; resistance to corrosion is a big advan- 
tage over ferrous metals. 


GREATER OVERALL LENGTHS 


Yardley’s advanced design provides nylon fittings with shanks of greater 
INSERT THREAD ADAPTER overall length, longer than metal fittings, for extra clamping space. Yardley 

Item No. 25AN Nylon adaptors, couplings, tees and ells, for use with any ID flexible poly- 
ethylene pipe, are available in sizes: 4%”, 344”, 1", 14%” and 2”. 


NOW, greater-than-ever profit 
opportunities for you with the 
YARDLEY quality line of fittings, 
flexible and rigid plastic pipe. 


Yardley Nylon Insert Fittings are 
INSERT COUPLING packaged in multi-colored cartons 





Item No. 24AN with high display visibility. 


YARDLEY PLASTICS CO. 
142 Parsons Avenue 
Columbus 15, Ohio 


Send me complete information about Yardley Nylon 
insert fittings. 


NAME 





ADDRESS 





INSERT ELBOW INSERT TEE 
Item No. 36AN Item No, 35AN 
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wv! LEWIS 3-WAY KNIFE. 


BLADE ADJUSTS TO FIT THE JOB 
] HEAVY DUTY UTILITY KNIFE 


Here is a Knife that is actually 3 in one! 
Just position blade with simple screw 
action in handle and you are ready to 
perform 1001 cutting jobs—including 
special operations such as cutting 
linoleum and scraping paint. Reversible 
Swedish Steel blade cuts easily through 
leather, cardboard, cloth, wood, rub- 


ber, etc. Ideal for office, plant, shipping ; PAINT SCRAPER 
department and home use. 3 LINOLEUM AND 


Rustproof, unbreakable zinc handle is jw ROOFING 
molded to fit the hand, eliminating ta Zz — .’ é CUTTER 
hand fatigue. Attractive hammertone ¢ 

gray finish. Storage space for extra 

blades in handle. Universal-blades for 

all makes of utility fibre-board knives. 

Package of blades individually carded 

or 12 pkg: to the card. 


Note: Mr. Dealer: These unique knives 
(@ $1.00 chrome—5 blades and 89c 
grey—4 blades) are priced to outsell 
other knives on the market. Write for 
full profit details today. 


WRITE FOR FREE SAMPLE 
AND DISCOUNTS! 


MANUFACTURING CO. 
DEPT. HW-5, 169 MURRAY ST. 


NEWARK 5,N. J. 
For Details Circle 21 on INQUIRY CARD 


24 HARDWARE WORLD 





WASHINGTON A 


—- By N. R. REGEIMBAL 


or WESTERNERS 





Chilton News Bureau, Washington, D. C. 


Hardware Sales Rise Forecast If Government 
Actions Bring Rise in Western Home Building 


Western hardware dealers will benefit from recent government 
actions aimed at spurring the home building industry, construc- 


tion experts say. 


Home building in the West 
has been the hardest hit by the 
sag in housing activity which 
started early last year. The 
Western lumber industry also 
should benefit from these moves. 

The government has lowered 
minimum down payments on 
home mortgages insured by the 
Federal Housing Administra- 
tion by two percentage points. 
More important, however, is a 
decision to step up government 
purchases of housing debentures 
and permit more mortgage re- 
selling by savings and loan 
firms. 

Effect of these latter two ac- 
tions will be to increase the 
amount of mortgage funds avail- 
able in the rapidly - growing 
areas of the West where financ- 
ing needs exceed local savings 
resources. This not only applies 
to the Pacific Coast states, but 
the other Western states as well. 

The West will be one of the 
few areas of the country which 
will benefit from these actions. 
Lower down payments are al- 
most meaningless except in areas 
where more mortgage money is 
made available. When mortgage 
funds are tight, down payments 
are usually higher than the gov- 
ernment minimums. 

As a result, many hardware 
dealers in the West will find 
their sales of builders hardware 
and other merchandise associ- 
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ted with new homes beginning 
to climb gradually in the months 
ahead. 


MINIMUM WAGE extension 
fight between the U. S. Labor 
Department and labor unions 
(both proponents) may stale- 
mate efforts to bring large re- 
tailers under the Fair Labor 
Standards Act this year ... Sen. 
Wayne Morse, D., Ore., is spon- 
soring the labor-backed bill to 
bring in all stores with $500,000 
or more in annual sales and re- 
quire overtime pay for more 
than 40 hours a week . . . Labor 
Department wants coverage re- 
stricted to stores bringing more 
than $1 million across state lines 
and hiring more than 100 
workers ... Neither side wants 
to yield . . . Sen. Barry Gold- 
water, R., Ariz., an opponent of 
extension, plans a stiff fight if 
a compromise is reached. 


FREIGHT RATE HIKES, 
being sought by the Western 
railroads, are being fought by 
Sen. Arthur V. Watkins, R., 
Utah . .. Sen. Watkins says the 
22 per cent increase would drive 
many drought-stricken Western 
farmers out of business .. . Sen. 
Richard L. Neuberger, D., Ore., 
failed recently in an effort to 
get Congress to repeal the excise 
taxes on freight and passenger 
traffic . . . These taxes discrim- 


inate against both manufac- 
turers and consumers in the 
West, he argues. 


MORE CUSTOMERS for 
many Western hardware dealers 
may be in prospect . . . Congress 
is considering legislation to 
stimulate industrial development 
near Indian reservations by pro- 
viding free land on which plants 
can be located . . . The Interior 
Department is offering loans to 
help Indian tribes build fac- 
tories and shops, to train and 
recruit Indians for industrial 
jobs, and to interest industries 
in locating near reservations... 
Legislation is pending in Con- 
gress to provide $200 million to 
help the Department finance this 
loan program. 


WESTERN LUMBER indus- 
try must be kept healthy, a host 
of Congressmen insist .. . Leg- 
islation to restrict the amount 
of foreign hardwood plywood 
which can be brought into this 
country has been introduced by 
at least nine lawmakers, includ- 
ing Reps. Russell V. Mack, R., 
Wash.; Walter Norblad, R., 
Ore.; Hubert B. Scudder, R., 
Calif., and Thor C. Tollefson, 
R., Wash.—Oregon, California, 
and Washington, in that order, 
are the three largest producers 
of lumber in the country. 


WESTERNERS in the news 
include: Oscar Pederson, a Port- 
land realtor, new Oregon di- 
rector for the FHA, and Darrell 
Flemming, new Indian Bureau 
superintendent at Fort Du- 
chesne, Utah. 
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“When only the best will do, 








Red Jag 


HARDWARE 
PRODUCTS 


sell your customers top-quality 


CYCLONE HARDWARE PRODUCTS!” 


& > 


INSECT WIRE SCREENING HARDWARE CLOTH 


Aluminum -Bronze- Galvanized Welded Edge-Woven Fabric 


LAWN FENCE... GATES FLEXIBLE 


STEEL MATS CATCH-ALL BASKETS 


Woven or Welded Fabric Clean Better-Last Longer 198 Separate Welds 


‘Leniate REALLY ONLY ONE ANSWER to the prob- 
lem of giving your customers the best quality 
hardware products made from wire. That’s to 
make sure you sell them CYCLONE “Red Tag” 
Hardware Products. This is the way to give them 
the high quality they have every right to expect 
.. . the long life, handsome appearance and de- 
pendability they demand. Hardware Cloth, 
Insect Wire Screening, Flexible Steel Mats, Lawn 
Fence and Gates, Catch-All Baskets, Flower Bed 
Border and Trellis . . . these CYCLONE Hard- 
ware Products are known all over the country to 
be unexcelled in all these features. 


To get your share of the big available market, 
give CYCLONE Hardware Products prominent 
display space in your showroom. And make sure 
that they are identified with the nationally known 
CYCLONE “Red Tag” label—the symbol of 
highest-quality hardware products. 

Check your stock of these items right now. If 
it isn’t adequate, contact your CYCLONE 
jobber immediately. 

CYCLONE FENCE DEPARTMENT, 
AMERICAN STEEL & WIRE DIVISION 
UNITED STATES STEEL CORPORATION, WAUKEGAN, ILLINOIS 
SALES OFFICES COAST-TO-COAST. 


UNITED STATES STEEL EXPORT COMPANY, N. Y. 
PACIFIC COAST HEADQUARTERS - OAKLAND, CALIF, 


USS CYCLONE “e777” HARDWARE PRODUCTS (3) 
ei AOA AT a a 


For Details Circle 16 on INQUIRY CARD 
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LAMPS... Get 


Biggest Outdoor Table Lamp . . . Heavy 
Advertising in All Media... Lamp Fashion 
Show in Theater... Create Great Crowds 
and Sell Many Lamps in Colorado Store 


AMPS and fixtures have always been an 
important item in the sales strategy of Rosy 
Glenn, hardware dealer of Delta, Colorado. He 
believes that every dealer should carry them as 
an elementary facet in today’s “electrical living.” 


He points out that homeowners buy many more 
lamps and replacement bulbs than they do 
refrigerators, washing machines, TV sets and 
the like. Consequently, the Western Colorado 
dealer, anxious to increase his lamp sales, set 
some national records recently with his ‘First 
Annual Lamp Show.” 


Although Delta is a small community of onlv 
4,800, centering a trading area of around 10,000, 
Glenn set out on his “lamp show” with the idea of 
attracting interested visitors from all over 
Western Colorado, and impressing each that 
Glenn Hardware Company carries a stock of lamps 
at all times, equal to retail outlets in such big 
cities as Denver, 300 miles away. 


In staging this first lamp show, Glenn kept in 
mind the objective of getting away from the “sale 
angle” and built his traffic on the basis of a 
“show” rather than a price event. This approach 
to selling, definitely a novelty to Western 
Colorado, was successful from the outset. They 
sold more than 285 lamps in four days. More than 
6,000 visitors attended. A lot of publicity all over 
the Rocky Mountain states resulted. 


Largest Lamp on Roof 


Point number one in opening the promotion 
was erection of “The World’s Largest Table 
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the Spotlight 


HUGE TABLE LAMP, on building roof, highlights 
promotion at Glenn’s Hardware, Delta, Colorado. 


Lamp,” 20 feet high, which was spotted on top 
of Glenn’s main-street store, where it was literally 
visible for miles. The plywood base, painted in two 
shades of green, supported a lamp 10 feet high, 8 
feet across the top, and 10 feet across the bottom, 
of white sail cloth covering half-inch metal tub- 
ing. Held in place by guy wires extending to each 
corner of the building, the huge table lamp was 
given a final touch of realism by installation of a 
1,500 watt light bulb, which Glenn borrowed for 
the occasion from the local electric utility. 
Lighted up at night and standing well above the 
level of the tallest buildings in Delta, the big 
lamp was a “beacon” which drew a capacity crowd 
every night during the show. 
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Uses All Media for Advertising 

The program was announced via direct mail, 
television and radio, for a complete coverage 
of the entire trading area. Two types of direct- 
mail letters were sent out to over 2,000 people, all 
printed on Glenn’s own printing press, which has 
been a valuable merchandising adjunct for the 
past five years. Printed in black on a green back- 
ground, each letter was headed, “It’s Light Up 
Time,” calling attention to a plastic candle, pasted 
on the left-hand border. The letter asked, “Are 
your Lamps as Old Fashioned as this Candle?” 
Copy below announced the first annual lamp show, 
invited the homeowner to look over a collection 
of 500 lamps, plus six display windows, enclosed 
with the slogan “Here are the most beautiful 
lamps in the world.” 


This was followed up by sending them a letter 
a week later printed in red on black, and carrying 
the same type of message. 


There were three full-page newspaper ads run 
in advance of the lamp show, inviting the 
Western Colorado public to “Watch for the 
World’s Largest Table Lamp,” and promising 
housewives responding, a lamp fashion show, 
entertainment, and an opportunity to catch up on 
styling in the lamp field. The newspaper advertis- 
ing was backed with “saturation” radio spots. 
running 12 spots a day for six days. The spots 
were spaced 30 minutes apart throughout the day, 
voiced by local high school girls who introduced 
themselves and played up such features as a “red 
lamp window’—‘“a window of turquoise lamps,” 
plus, of course, “The World’s Largest Lamp.” 


Special Theme Set Stage in Each of Six Windows 


Two approaches to the fashion angle were 





CLOSE-UP OF EARLY AMERICAN LAMPS displayed 
in one of six windows during the two-weeks sales event. 
Pin-ups, table and floor lamps, as well as novelty types 
are shown. 


used, one a series of six display windows and the 
other a fashion show presenting the live models 
carrying lamps inside the store during the two- 
week promotion. Typical of Glenn’s thorough- 
ness in “doing it up brown” in display were the 
window series. Lamp window number one was a 
“Red Lamp Window,” displaying 20 choices of 
table, floor, and pin-up lamps, all with brilliant 











San Todas OF FO 
vieial colonia, si 








SEE OUR TURQUOISE 
LAMP WINDOW. 


TYPICAL of the many newspaper ads run during and 
just prior to the Two-week Lamp promotion is this ad 
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which stressed light and better sight. Newspaper adver- 
tising was backed with saturation radio spots and mail. 
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red shades which were contrasted with a bright 
green background, trimmed with silver and maple 
colored leaves. The glow of red light was a traffic 
stopper at night. 


Window number two alongside was devoted to 
Early American Lamps, built around a love seat, 
and displaying 30 ideas in pin-ups, table lamps, 
and novelty types to fit into a provincially-styled 
home. 


Number three was a “turquoise window,” with 
the emphasis here on smart modernity in home 
decoration. There were 12 lamps in this window, 
all with turquoise or aqua marine shades, all 
glowing against a turquoise background. 


Lamp window number four gave practical 
ideas for the use of reading lamps alongside 
chairs, on end tables, with five colors represented, 
contrasted with a white background. Amber, red, 
green and yellow spotlights were used to ac- 
centuate them. 


In window number five, “all-purpose” lamps 
of various sizes and shapes, all low price, were 
shown against another series of mountain scenery 
mirrors. 

In the sixth window was a collection of TV 
lamps, on a six-foot revolving platform in center 


of the window. A 300-watt spotlight was used 


EARLY AMERICAN LAMPS featured in this window 
were built around a love seat. About 30 lamps to fit into 
provincially-styled homes were featured in window. 
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above the rotating display platform to accentuate 
the ideas presented. 


With lamps priced all the way from $10 to $75, 
the “gallery of windows” got such results that 
it required emergency air shipment of extra lamp 
styles, extra replacement lamps to fill orders. 


As an added touch, the Colorado hardwareman 
contracted with a local sign painter to do several 
water-color “cartoons” in the corner of each win- 
dow, emphasizing the troubles of insufficient 
lighting in the home. One, for example, showed 
a housewife perched atop a step ladder, beneath 
a ceiling lighting fixture, while reading a book, 
while her husband, clutching a newspaper, ex- 
claims, “Oh, all right—You can have a new Floor 
Lamp!” Another, in a similar vein, showed a 
cartoon figure dancing with a floor lamp, using 
the caption, “A Pretty Lamp is like a Melody!” 


“We figured that the windows would keep doing 
a selling job long after the store was closed, and 
consequently, we used a tape recorder and several 
speakers to play music over and over again 
throughout the evening hours,” Glenn said, “the 
choice was tied in with the lamp inventory, of 
course, with such titles as Lamp Lighter’s Sere- 
nade, When The Lights Go On Again, ete.” 


Holds Lamp Show in Local Theater 

High point in the two-week event was the 
“fashion show” for which Glenn rented the local 
theater, inviting 2,000 woman to attend. He sent 
out printed postcards to all of them and mentioned 
the event on every radio spot. Besides giving 
away door prizes, the store served coffee and 
doughnuts and ran a movie on “Home Decora- 
tion” which, of course, accentuated lamps. 


The second part of the theater presentation was 
the lamp fashion show itself. Six shapely local 
models were used, dressed in formals which were 
loaned to Glenn by one of the local dress shops. 
As soft music was played over the theater’s loud 
speaker system, the models came out in sequence, 
carrying one table lamp at a time. As each lamp 
was placed on a revolving table in the center of 
the stage, the stage lighting would dim and the 
lamp would light up. Eventually, as a commen- 
tator described a lamp, all of the stage lights were 
out, so that the lamp itself was the only illumi- 
nation in the theater. 

This presentation was repeated over and over 
again until 30 lamp models were displayed, each 
removed to a display stand after “starring” on 
the revolving table in the center. With a capacity 
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crowd at the theater, Glenn invited the crowd to 
come up on the stage after the show to inspect 
the lamps, and was pleased when all 30 lamps were 
sold there and then, and orders written for 65 
more. “This was despite the fact that the pres- 
entation was not set up for sales but for a fashion 
showing,” he grinned. 


Reps Help Train Store Personnel 


For two weeks prior to this big promotion, 
Glenn drilled all of his employees on lamp sub- 
jects, with several manufacturer’s representatives 
holding classes. It was decided to put equal em- 
phasis on “proper lighting” as well as the fashion 
of lamps themselves, and consequently every 
visitor got a thorough explanation of light meter 
reading, the effect of lighting on the livability of 
any room in the home, etc. To put the customer 
in a receptive frame of mind, a billboard went up, 
just inside the main entrance on the wall of the 
store, which displayed light bulbs from 15 watts 
to 300 watts, and the message, “Good Lighting 
Is Cheap ... Why Sacrifice Your Eyes and Health 
for the Sake of a Few Pennies? Time, 30 days, 
4 hours per day, 1 and 7/10 cents per kilowatt 
hour.” 


Every visitor, as she entered, was likewise 


handed a “Guide to Improved Home Lighting,” 
and a mimeograph “map” showing the location 
in the inventory of every lamp style featured in 
the lamp fashion show. The map also acted as a 
key to the six lamp windows. Every lamp shown 
in the windows was given a name, reproduced on 
a printed card, on the theory that it is easier for 
people to remember names than numbers. Thus, 
in a typical window, lamps were identified as “Lus- 
ter Glow—Blinking Star—Tropical Sun—Rose 
Twins—Redhead—Old Faithful—Monarch,” ete. 


All of Glenn’s expectations were realized, with 
the store jammed with visitors from noon until 
closing time each evening, and customers per- 
sistently ignoring the “show” theme and insist- 
ing on buying the lamps shown. Glenn wrote up 
the orders, but asked each customer winningly 
whether she would permit it to remain on dis- 
play for the remainder of the event. By the final 
day of the “Lamp Fashion Show,” there were 
bright red “sold” tags on three-fourths of the 
lamps shown, even those in the remote corners 
of the windows! 

“We have always sold a lot of lamps and we 
want to sell a lot more,” was the way in which 
this enterprising dealer sums up his admittedly 
exhausting efforts. 





TYPICAL RADIO SPOT FOR LAMP SHOW 


Ties In With Direct Mail . .. Window 


Display ... 


Yes ... you'll find the lamp of your dreams . 
in fact, you’ll fall madly in love with all the lamps 
that are now being displayed at Glenn’s Hard- 
ware and Furniture during their gigantic first 
annual lamp show. They have gone all out to 
bring you the greatest collection of lamps ever 
assembled under one roof. There’s over 500 lamps 
to choose from .. . and there’s one that’s just 
right for that den... bedroom .. . livingroom 

. . hursery. You just name the room, Glenn’s 
will supply the lamp. Be sure to see the most 
beautiful show windows in the world... at Glenn’s 
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Newspaper Campaigns 


during this lamp jubilee You’ll see lamps from 
countries all over the world. Glenn’s has a show 
window with nothing but red lamps . . . another 
with just turquoise colored lamps... and they’re 
simply beautiful. And be sure to see the world’s 
largest table lamp. It’s eighteen feet high and it 
will be on top of Glenn’s Hardware and Furniture 
Company’s roof. So...for the lamp of your 
dreams . . . choose a lamp of beauty and quality 
from Glenn’s Hardware and Furniture Company 
during this gigantic lamp show . . . Glenn’s is 
located at 527 Main Street in Delta. 
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Advertising Is Well Planned 


44F)ROMOTIONS have to be 

advertised,” points out 
Drummond McKay, advertising 
manager, Farmers Union Hard- 
ware, 151 West Santa Clara 
Ave., San Jose, Calif. “Putting 
in displays, using models, color, 
motion and so on are fine for 
pushing sales but, first of all, 
the customer must be brought 
into the store to see the mer- 
chandise. This is where adver- 
tising comes in. We regularly 
use from three to five full news- 
paper columns in the Friday 
evening paper and the Saturday 
morning paper. With this 
amount of space we dominate 
the page and there is room to 
push from a dozen to 25 sepa- 
rate items. 

“Formerly we used a full page 
of space at irregular intervals,” 
says McKay, “but we found 
from experience that the regu- 
lar use of space just before the 
Saturday sales day bought bet- 
ter results and cost considerably 
less money. People begin to look 
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... at a San Jose Hardware 


Store and Fits into all Promotions 


for ads that appear regularly. 
“The style of the advertising 
also has a lot to do with it. We 
use the block style: each indi- 
vidual item having its own sep- 
arate ruled border. So far as 
possible, each box ad contains 
an illustration of some sort, most 
of these being taken from man- 
ufacturers’ advertising mats. 
We had convincing proof of this 
not long ago when another ad- 
vertiser (not a hardware store) 
followed our block display sys- 
tem. We had quite a time con- 
vincing a lot of people who came 
in to buy the advertised mer- 
chandise that it wasn’t our ad. 


How to Advertise 

“T’d suggest,” says McKay, 
“that hardware men do two 
things to help boost their sales. 
One is to advertise regularly on 
some given day of the week in- 
stead of using space spasmodic- 
ally. The other is to experiment 
around until they develop a dis- 
tinctive style of display. When 


they find it adopt it to all store 
advertising in the future.” 
Another distinctive thing 
about the Farmers Union Hard- 
ware advertising is that the 
store’s signature cut is always 
placed at or near the top of the 
advertisement instead of adher- 
ing to the customary style with 
the name at the bottom of the 
ad. In addition to the sig. cut, 
the firm’s name is set in ordi- 
nary type at various places 
throughout the ad, sometimes 
appearing only two or three 
times and sometimes as fre- 
quently as a dozen, varying with 
the exigencies of the space used. 
One great advantage of the 
Farmers Union style of adver- 
tising is that, in preparing any 
given ad, the accumulation 
method can be and is used. Un- 
der this system the blocks in 
the large advertisement are 
gradually accumulated over a 
period of weeks so that by the 
time the ad is to appear in the 
newspaper the entire group of 
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boxes has been filled and the ad 
is ready to go. This eliminates 
the last minute hurry and bus- 
tle to whip an ad into shape— 
a type of working that inevitably 
leads to errors in prices or de- 
scriptions. The accumulation 
system works smoothly and ef- 
ficiently from the time the ad is 
started four to six weeks in ad- 
vance of the time it is to appear 
in the paper. 


Briefing Employees 

All 35 store employees are al- 
ways briefed in advance so that 
they know what is being adver- 
tised and promoted by the store. 
A general briefing on advertising 
is sometimes made at sales meet- 
ings if a large store-wide pro- 
motion is being undertaken. But, 
ordinarily, a proof of each ad is 
given to every employee several 
days in advance of the sale date, 
the proofs being furnished by 
the newpaper which already has 
the ad in type. 

These proofs are handed out 
by Cliff Knight, merchandising 
manager, in person. “I feel,” he 
says, “that it is better to talk 
with salespeople individually in- 
stead of calling them together 
for a group meeting. This makes 
it possible for me to emphasize 
some feature of an ad that some 
certain employee should know 
about. At the same time, it keeps 
the department heads (ten of 
them) alert to suggest other pro- 
motion ideas—they know I will 
be expecting such suggestions. 
While we may not always use 
the suggestions we do create a 
selling spirit that operates for 
the good of the store as a whole. 

“This helps each employee to 
understand the problems of the 
store itself as well as the prob- 
lems of the other employees. 
Any one of our sales people, in 
an emergency, can take over the 
selling duties of any other em- 
ployee. We might have a 1¢ sale 
of paint, for instance, which 
might throw quite a burden on 
the paint selling employee, but 
a salesman in any other depart- 
ment can readily give an assist 
to the paint department on a 
moment’s notice. Each employee, 
having studied the advance 
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proofs, knows what each other 
salesman is doing. 


Price Cutting? 


“We are often accused,” ad- 
mits Knight, “that we sell every- 
thing at cut prices. This is com- 
pletely untrue although our ad- 
vertising copy is always trying 
to give the impression of bar- 
gains and special prices. While 
we have, on occasion, cut the 
price on some item so that we 
would have a leader to bring 
people into the store, as a rule 
we price everything at standard 
markup. 

“There is no need for price 
cutting—if the merchandise is 
bought right in the first place, 
it can be sold at a profit. The 
store that is promotion minded 
can always find something to 
promote, and at full markup, 
too. 

“We particularly like give- 
away promotions; frequently the 
manufacturers themselves will 
come to us with a_ suggested 
give-away promotion and we 
geneally use it. There are plenty 
of promotional possibilities for 
anyone who will look for them 
—samples, part-pay on adver- 
tising costs, special discounts, 
free merchandise, deals, and so 
on. Every time a deal such as 
these comes up it should be used 
as the basis for a promotion. 

“We make a point of always 
having something doing in our 
store, and at least one promo- 
tion each week, although some- 
times we have several running 
concurrently. There should never 
be a time lapse between promo- 
tions. With all the “‘deals” made 
by manufacturers and other sup- 
pliers, with demonstrations and 
with the store’s own promotions, 
there should never be a dull mo- 
ment in the hardware store. 

Timing 

“Another important factor in 
a promotion is timing. When 
general business conditions are 
slow a promotion cannot be 
counted upon to bring in a horde 
of customers. But it will bring 
in far more than if no promoton 
at all is used. A promotion that 
goes with the tide—lawn mow- 
ers in April, barbecue sets in 


June, and so on, will naturally 
be more effective because those 
are the times when customers 
are already thinking about such 
items. There should be a promo- 
tion of one kind or another going 
on all the time, regardless of 
season. 

“Even staples can be pro- 
moted. We had, for instance, a 
price offer by a manufacturer 
which enabled us to offer a $3.98 
ironing board cover at $2.69. 
This is a staple, replacement 
item, and we sold out our entire 
stock of them. 

“We had a 30-gallon garbage 
can that we promoted at $4.95— 
and we sold as many in two days 
as we normally sell in a month. 

“Every one of these sales in- 
volved promotion of one kind or 
another. We could have sold a 
lot (at these prices) even with- 
out promotion, but, with it, we 
did a land office business during 
the sales.” 

On the question of where pro- 
motional displays should be lo- 
cated in the store, Knight says, 
“We've experimented with this, 
too, and found that the areas 
just inside of our entrances is 
best. We have discovered, too, 
that the center of our main floor 
is an excellent place for promo- 
tional displays of any kind. No 
matter at which entrance they 
enter customers sooner or later 
walk along the center section 
aisles. More foot traffic natur- 
ally results in more sales.” 

The Farmers Union Hardware 
has been in business in San Jose 
84 years. Owned by Robert F. 
Benson and John McEnery, the 
store contains more than an 
acre of floor space, plus a park- 
ing area at the rear of the store. 
The building is L-shaped mea- 
suring 244 feet on San Pedro 
Street and 75 feet on West Santa 
Clara, which is the main down- 
town cross street. The parking 
area behind the store is a full 
city block in length. 

In the spring of 1955 a gar- 
den supply department was 
added to the store’s activities. It 
was a success right from the 
very beginning due primarily 
to the store policy of using pro- 
motion ideas to increase sales 
and profits. 
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y E PO RTS . . . by the Editorial Staff on S. F. Pot & Kettle “Town 


Fair Activity ...L. A. Pot & Kettle's St. Patrick's Party 
...L. A. Builders Hardware Club meeting . . . Merchan- 
dise Show at Western Metal in San Diego. 








PRICE MARKING donated housewares is 
Arthur Nusbauma, president of the San 
Francisco Pot & Kettle Club, along with 
Ernest Happoldt, chairman of the “Town 
Fair Housewares Division committee.” The 
club participated in the City of Hope’s 
annual Town Fair held early in March in 
San Francisco to help raise money for the 
famed medical center. Many manufacturers, 
representatives and wholesalers gave new 
merchandise which was sold at retail at 
the “Fair.” The Far Western Toy Club also 
participated in the event where, furniture, 
groceries, and clothes were sold. 


ST. PATRICK'S CELEBRATION IN Los ANGELES 


For many years Ed. Hallock, sales manager of California party. In photo at left he is shown at right of head table 
Hardware Co. in Los Angeles, has been chairman of the chairmaning the most recent party held on March 14, 
Los Angeles Pot & Kettle club’s traditional St. Patrick’s Other pictures show some of the many participants. 


BUILDERS HARDWARE CLUB HEARS FORMER COACH HILL 

On March 20, many members of the Southern California to right): Paul Jaffee, chairman of the meeting and 
Builders Hardware Club met to hear Jesse Hill, athletic representative of Kwickset Sales and Service Company? 
director of USC and former head football coach at the Jesse Hill; and president of the club, Robert J. Kelly of 


university give his ideas on a saner approach to handling American Wholesale Hardware Company. Other pictures 
“expenses” of college athletes. Photo at left shows (left show attending members. 
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ON THE SPOT REPORTS 





WESTERN METALS HOLDS 4th SHOW IN SAN DIEGO 


BOUT 400 persons spent quite 
a few hours looking over new 

merchandise in the transformed 
warehouse of Western Metals 
Company, in San Diego on 
March 16 and 17. On these two 
days, the firm held its Fourth 
Merchandise Show for its many 
dealers. 

W. Murray Smith, president, 
greeted all visitors on both days. 
B. (Bert) C. Sutton, sales man- 
ager, who inaugurated the shows 


oA 


As the doors opened, dealers crowd 
up to register. 


Dealers watch demonstration at 
dinnerware booth. 


Lady tries electric sander to see how 
easy it operates. 
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four years previous, had the en- 
tire sales department organized 
to handle this year’s event. He 
appointed Wm. (Bill) Tatro as 
general chairman of this year’s 
successful show. 

Don Anderson, in the order 
department, was chairman of 
the food committee. Ralph Wal- 
lace, an industrial salesman, was 
in charge of prizes which 
amounted to more than 90 with 
a valuation of about $1,000. 


Sales Manager Sutton (left) and 
President Smith, next tour booths. 


iN 
Mr. & Mrs. Tatro (left), gen. chair- 
man, line up with “brass.” 


Don Anderson replenishes stock of 
food at one of two centers. 


Merle Miller, V. P. in charge 
of warehouse, had charge of 
setting up the attractive and 
original booths along with Frank 
Surman, merchandising man- 
ager. The booths were simply 
designed with corrugated alu- 
minum as background and par- 
titions. 

There were 15 persons from 
Yuma and Somerton, Arizona, 
the furthermost points. They 
represented five firms. There 
were 20 persons from Mexico. 


A group from Yuma look over large 
group of door prizes. 





Three salesmen from Mexico discuss 
display unit with rep. 


Crowd gathers at end of show for the 
many door prizes. 
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WESTERN HARDWARE 
FIFTY-YEAR CLUB MEMBERS 





Francisco. 


50 year mark, write today! 





RECOGNITION is given in the following 
columns to firms who have served the 
Western Hardware market for 50 years 
or more. Others who may qualify should 
send full details to the editor, HARD- 
WARE WORLD, 1355 Market St., San 
IF YOU have achieved the 


. ep a ts 
YVYY> 4 


Membershin in 
HARDWARE WORLD'S 


WESTERN HARDWARE 
50-YEAR CLUB 


Has been swarded to Mboha Phardwate 


For Connnums Endeavor, Fathful Service, amd Ouestanding 
Contribution, toward the Steady Progress of the Hardware 
and Homeware Industry for over 50- Years 











Hardware Man Since 1900 


Byron J. Badham 


Another addition to the ranks of 
the HARDWARE WORLD 50 Year Club 
is Byron J. Badham of Los Angeles. 

Mr. Badham joined Hoffman Hard- 
ware Company in 1900 in a warehouse 
capacity and two years later married 
the bosses daughter. 

Since succeeding E. A. Hoffman as 
president in 1926, Mr. Badham has 
seen many changes in the business. 
Under his direction the firm, in 1954, 
moved into an outstanding new build- 
ing in East Los Angeles, expressly 
designed for an efficient hardware 
operation. 

HARDWARE WORLD is pleased to ex- 
tend membership in the 50 Year Club 
to both Mr. Badham and to the Hoff- 
man Hardware Company. 
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Lil Boss" 
Writes 
For 
Modest 
Man 


Lloyd 
Harvey 


In connection with HARDWARE 
WorLp’s 50-year recognition pro- 
gram we have received a request 
from Ed Bell, owner of Bell’s Hard- 
ware, Klamath Falls, Oregon, to 
consider Mr. Lloyd Harvey, one of 
their staff, for club membership. 

The following paragraphs are direct 
quotes from Mr. Bell’s letter... . 

“His (Mr. Harvey) first employ- 
ment was in the Grants Pass Hard- 
ware Company .. in 1904. Following 
his years of service with this firm, 
he and his father entered into the 
hardware business in Glendale, Ore- 
gon in 1913 under the name of Harvey 
Hardware Company.” 

“In 1920 Lloyd Harvey became 
connected with Basche-Sage Com- 
pany, wholesale hardware firm in 
Baker, Oregon. He left them in 1922 
to purchase an interest in Roberts 
and Hanks Hardware in Klamath 
Falls, Oregon. This firm later became 
known as Roberts and Harvey Hard- 
ware.” 


=e $4ST 


THE FIRST Western Hardware 50-Year Club Member- 
ship Card has been sent to Alpha Hardware of Nevada 
City, Calif. Cards will be sent to all who have been recog- 
nized as 50-year veterans. 


“Lloyd Harvey sold out his interest 
in this operation in 1937 and was 
then connected for a time with a 
sporting goods store in the same 
city.” 

“In 1942 Mr. Harvey joined the 
staff of our firm, Bell’s Hardware, 
and has been with us ever since.” 

HARDWARE WORLD is pleased to ex- 
tend membership in the 50-Year 
Club, to Mr. Lloyd Harvey. 


Wins Golden Hammer 


John Anderson 


Recent recipient of the Estwing 
Golden-Hammer Award for 50-year 
service to the hardware industry is 
Mr. John Anderson of Anderson Hard- 
ware and Feed Company, Heber City, 
Utah. HARDWARE WORLD would 
like to join Estwing in their recogni- 
tion of Mr. Anderson and welcome 
him as a member of our 50-Year Club. 
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Toy Sales Heavy 


OW that the Easter selling 
season, the second best toy 
selling season, is past history, it 
is time for dealers to start mak- 
ing plans for the Christmas sell- 
ing period. This annual Toy Sec- 
tion, devoted to news and events 
in the toy industry, toy new 
products, and market facts, is 
timed to be of aid in formulating 
plans for this important mer- 
chandising event. 

Just how important is the toy 
market to the average retail 
dealer? The toy manufacturers 
who have to plan their produc- 
tion many months in advance, 
and, therefore, can’t afford to 
make too many mistakes in pre- 
dicting the market, expect the 
toy industry to do over one and 
a half billion dollars at retail 
this year. 

This figure is probably not 
far off, based on the percentage 
increase that has been taking 
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Every Family in Your Trading Area is 


a $30 Prospect for Toys at Christmas 


place in total toy sales during 
the past few years. From 1955 
to 1956 retail toy sales increased 
by 12.6 percent, according to a 
survey conducted by the Toy 
Manufacturers of the U.S.A., 
Inc., who’s 450 members account 
for a large share of the toy in- 
dustry, to $1,334,064,000. When 
this same rate of increase is car- 
ried forward to this year the bil- 
lion and a half figure should be 
about right. 

A number of factors, includ- 
ing high birth rate and increases 
in the size of families, higher 
consumer income, and changes 
in living habits, all contribute to 
this increased spending for toy 
and playtime merchandise. 

Abraham Swedlin, president 
of the Toy Association, said re- 
cently that “In addition to the 
birth rate continuing at more 
than 4 million per year, family 
sizes have also increased. Couples 


have been setting records for 
second births for ten consecu- 
tive years, and third births have 
doubled in the past 20 years.” 

These larger families have en- 
joyed higher disposable personal 
income during the past few 
years which has contributed to 
a better standard of living and 
created more leisure time. 

These larger families and 
larger income has given impetus 
to the trend toward suburban 
living where there is more room 
for play area and which has cre- 
ated an additional need for more 
swing sets, ball games, as well 
as more playthings of all types. 

The November and December 
selling period is the big season 
in toy sales but as an indication 
of the volume in toys let’s take 
a look at the estimates of what 
was purchased for this past 
Easter. It was predicted that 
Americans would buy more 
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than 20 million stuffed bunnies 
chicks, ducklings and roosters 
in addition to Easter baskets, 
wooden push-pull toys, stuffed 
toys, dolls, etc. 

As an indication of what the 
Christmas toy market means to 
the economy of the nation and 
to the economy of any local area 
let us look at some of the sta- 
tistics available regarding this 
buying perid. Or the 47,700,000 
families in the United States it 
is estimated that 35,700,000 pur- 
chase one or more toys at Christ- 
mas. The average expenditure 
last year was in excess of $30 
per family for the Christmas 
buying period. 

What was this money spent 
for? The little tykes in the two- 


to-six age group were the lucky 
ones who received 50 percent of 
all toys sold. Although they rep- 
resent only 36 percent of the na- 
tion’s child population they ac- 
count for 49 percent of the retail 
toy dollars spent. 

Who spends this toy dollar? 
It’s “Mamma” who continues to 
be the major factor in toy 
purchases. Surveys reveal that 
women participate in about 81% 
of all toy purchases. 

Riding toys and accessories 
such as bicycles, velocipides, 
wagons, scooters, peddle cars, 
hobby horses, bicycle horns and 
bells topped all other toys in 
dollar volume last year, totaling 
about 240 million dollars at re- 
tail. A close second with retail 


sales approaching 225 million 
dollars were dolls and acces- 
sories. 

Again this year we are list- 
ing those wholesalers who put 
forth extra effort to help re- 
tailers do a better job of buying 
and selling toys. These whole- 
salers do this by keeping the 
dealers informed on industry ac- 
tivities by providing them with 
catalogs showing the latest toys 
available, by making available 
consumer advertising literature 
that dealers can use in promot- 
ing their toy stock, and by hold- 
ing special toy shows where 
dealers can come in to the job- 
bers’ salesrooms and inspect the 
merchandise and place his or- 
ders. 





Toy Sales Potential in the West 


The following table should be helpful to you in deter- 
mining the percentage of children in various age 
groups in your trading area so that you can take 
into account the type of toys you can buy for the 
coming Christmas gift selling period. 





Breakdown By 
Age Groups 


Under 5 years 


(Pull Toys, 
stuffed toys, 
infants toys, 
etc.) 


5 to 9 years 


(Building toys, 
skates, dolls, 
guns, wheel 
goods, etc.) 


10 to 14 years 


(Wheel goods, 
skates, out- 
door games, 
electric trains, 
hobby sets, etc.) 


15 to 19 years 


(Wheel goods, 
sports equip- 
ment, games, 
etc.) 


Total by State 





Arizona 
California 
Colorado 
Idaho 
Montana 
Nevada 
New Mexico 
Oregon 
Utah 
Washington 
Wyoming 


92,725 
1,099,112 
148,275 
72,633 
68,201 
16,958 
94,944 
163,915 
98,307 
263,326 
34,297 





78,957 
847,590 
116,442 

61,579 

55,357 

13,523 

76,998 
131,596 

75,406 
203,786 

27,542 


67,395 
652,871 
99,364 
52,457 
46,534 
10,944 
65,211 
108,140 
62,266 
159,695 
22,703 


57,247 
629,743 
96,320 
44,825 
40,640 
9,444 
57,130 
96,738 
57,091 
157,695 
22,488 


296,324 
3,229,316 
460,401 
231,494 
210,732 
50,869 
294,283 
500,389 
293,070 
784,502 
107,030 





Total 11 
Western States 








2,152,693 





1,688,776 





1,347,580 





1,269,361 





6,458,410 





(compiled from Statistical Abstract of the United States, 1953, Seventy-Fourth Edition, page 22). 
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Coming Toy EventsintheWest 


WESTERN MERCHANDISE 
MART TOY, JUVENILE & 
WHEEL GOODS MARKET will 
be held in San Francisco, from 
May 19 thru 24. The ninth floor 
of the “Mart” is the primary 
home of the Toy Distribution 
Industry in this area and many 
showrooms are being re-decor- 
ated for the event. The products 
of more than 500 of the nation’s 
leading manufacturers of these 
commodities are shown in the 
Mart, making this the most com- 
prehensive display of toys, ju- 
venile goods and wheel goods 


in permanent showrooms in the 
West. 


DUNHAM, CARRIGAN & 
HAYDEN CO. will hold their 
showing of a greatly expanded 
toy line in conjunction with the 
“Mart” show from May 19 thru 
24 at their special showroom on 
the 9th Floor of the Western 
Merchandise Mart. This year 
Dunham has become associated 
with the Toy Guidance Council 
and has increased their toy line 
by 50%. 


M. SELLER CO. is also plan- 
ning a showing at the Mart from 
May 19 thru 24. They will ex- 
hibit, amongst other lines, their 
exclusive “American Character 
Dolls” and “Arran-Bee Dolls.” 
Their lines range from 10-cent 
toy items to items in the high- 
est price toy brackets. 


UNION HARDWARE & 
METAL CO. is planning a spe- 
cial advance showing of their 
toy lines on May 5, with their 
regular opening on June 2, at 
their showroom—5555 Ferguson 
Drive, Los Angeles, Calif. 


FREDERICH C. WOLF & 
SON, INC., plans a Toy Show 
of their lines, with dates tenta- 
tively set for sometime between 
May 15 and July 1. Showing will 
be at their display rooms—2102 
Pacific Ave., Tacoma, Washing- 
ton. 


NORTHERN WHOLESALE 
HARDWARE CO., Portland, 
Oregon, will hold their Annual 
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Toy Show during the week of 
June 9th thru 16th, at which 
time their complete offerings of 
toys will be fully displayed. 
Christmas toy promotions will 
be discussed with dealers in at- 
tendance. This show will be lo- 
cated in the company display 
rooms at 805 N.W. Glisan St. 


MARSHALL - WELLS CO. 
plans a Toy Show in June as is 
their annual custom. Their ad- 
dress is 1420 N.W. Lovejoy St., 
Portland 8, Oregon. 


WESTERN MERCHANDISE 
EXHIBITORS will present a 
group of toy and gift shows in 
the fall. In order of their oc- 
currence they are: 


SAN FRANCISCO: Thirty- 
Fifth China, Glass, Gift, Jewelry, 
Toy, Stationery and Housewares 
Show at the Civic Auditorium, 
Sheraton-Palace Hotel, St. Fran- 


cis Hotel and Sir Francis Drake 
Hotel and Western Merchandise 
Mart. Special event of this show 
will be a game night entitled “A 
Night in Old San Francisco” on 
August 6th from 6 p.m. on. 
Dates of this show are August 
4-7. 


PORTLAND: Exhibits of 
China, Glass, Gifts, Jewelry, 
Toys, Stationery and House- 
wares will be shown at the Port- 
land Public Auditorium, Plaza 
and Benson Hotels from August 
11 thru 14. 


SEATTLE: This show will be 
held at the Seattle Civic Audi- 
torium, Olympic and New Wash 
ington Hotels and Terminal Sales 
Building from August 18 thru 
21. 


SPOKANE: This show, held 
at the Davenport Hotel, will at- 
tract buyers from Canada, Idaho, 
Washington, Montana, Utah and 
Eastern Oregon. It will be held 
from August 25 thru 27. 


MASS DISPLAY of bicycles were displayed on parking lot next to store. 
Leroy Herbers, owner, is arranging bikes in neat order. 


Sells 250 Bikes from Parking Lot Display 


ARKING lot sales of bicycles 

and other wheel goods staged 
before Christmas sold 600 units 
of wheel goods for Hardware 
Mart, 14905 Hawthorne Blvd., 
Lawndale, Calif., according to 
Leroy Herbers, owner. This in- 
cluded 250 bicycles, Mr. Herbers 
said. 

Mr. Herbers staged one sale 
early in November on a week- 


end ...on their parking lot 
which adjoins their store. Start- 
ing with Friday evening, the 
event was also promoted on Sat- 
urday and Sunday. A similar 
parking lot promotion was held 
early in December. A number 
of bicycles were sold on a lay- 
away plan, but most sales were 
for cash, Mr. Herbers said. 
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Use Inquiry Postcard for Further Information About 


TOY GIFT PRODUCTS 





125—A BIT WARM FOR XMAS... 
but thoughts of the 1957 holiday sea- 
son are being stirred by these “Life- 
time” plastic Christmas trees. Made 
of durable polyethylene and high-im- 
pact styrene, trees hold perfect shape 
permanently, won’t shed, are fireproof, 
waterproof. — Warren Plastic Trees, 
Inc. 


126— JUNIOR BRONC- BUSTERS 
will love these sturdy rockers, design- 
ed for toddlers from 8 to 18 months. 
Only 4” off the floor, so if they do fall 
off, only their feelings will be hurt. 
Finished in Plextone so that the hard- 
est detergent will not harm finish.— 
Pingree Associates. 


127—SO DEAR TO THE HEART of 
every growing child is the perennial 
favorite, the two-wheel bicycle. 1957 
models, such as the one shown above, 
incorporate many features as standard 
equipment in the middle-weight class 
of ’cycles.—Columbia-Westfield Mfg. 
Co. 
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128—“MOUSKETEERS” A TTEN- 
TION, here is the latest, improved 
version of the official Mickey Mouse 
Club wrist flash. Life-like (?) picture 
of Donald Duck or the official club 
insignia decorate the light, which 
flashes in red-green-or-white light.— 
Bantam-Lite, Inc. 


129—YOUNG LOVE? Well maybe 
not, but dining just like the “grown- 
ups” on their very own “‘Fold-A-Way” 
table is sure to appeal to youngsters. 
All-steel, easy to store table, seats, 
four children and is built to last a 
lifetime of rugged use.—F. D. Kees 
Mfg. Co. 
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130—LITTLE ANGELS, or even those 
not quite so angelic will enjoy this 
new toy harp. Plays a full scale of 
bell-like tones from eight unbreakable 
strings mounted in an acoustic sound 
chamber. Finished like a concert in- 
strument in rich gold—Emenee In- 
dustries, Inc. 


131—JUST LIKE DAD’S is this elec- 
tric drill kit, which operates on a 
flashlight battery. Real looking at- 
tachments, including harmless rubber 
bits, make-believe sanding disk, lambs 
wool polishing bonnet and paint 
mixer, are interchangeable. Metal 


parts are aluminum.—Mirro. 
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132—TOP SECRET ’PLANE is offer- 
ed in highly realistic model kit. De- 
signed after the classified Russian 
Bison intercontinental bomber, the kit 
took over a year of research and con- 
sultation to produce. Plane is scaled 
1/16-in to the foot with wing span of 
1214”.—Revell. 


133—COPS AND ROBBERS — the 
ageless children’s game becomes even 
more fun for little “G-Men” with this 
authentic replica of the famous 
“Tommy Gun.” It cranks a “smoking 
burst” or triggers off a single shot 


of perforated roll caps. Simulated 
wood stock. Mattel, Inc. 
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NEW KEYSTONE ROCKET FREIGHT 


Here’s modern appeal that sells! Pennsylvania “yard goat’ puffs smoke, 
makes choo-choo sounds, and has Pull-Mor power! Exciting Rocket Launcher 
blasts off its missile at a touch of the remote-control button. Complete set, 
$32.50 list, including 40-watt transformer. 


PERNSY\VAMIA 


NEW ACTION SAWMILL 


This one’s loaded! Push-button places giant 
log on sawmill track car where board 
lumber is “sawed” by big ripping blade. 
Lumberjack carries cut board to top of 
ramp, where it drops into waiting lum- 

ber or gondola car. So realistic you § 
can almost smell the sawdust! 


Retail $10.95. 


ROCKET LAUNCHER CAR 


What a thrill to see this giant rocket 
blast off into the “stratosphere” and 
then glide back to earth. Provides 
endless fun and operates whether 
train is standing or running. Retail 
price, $10.95. 





NEW HAVEN 6, 


For Details Circle 22 on INQUIRY CARD 
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Use Inquiry Postcard for Further Information About 


GIFT PRODUCTS 





134— WOULD-BE TARZANS and 
adults who like to keep fit will enjoy 
the idea of a private, at-home gym, 
made possible by this gym-bar which 
does not require permanent installa- 
tion and may be taken down after use. 
Works on an expansion principle to 
hold 250 pounds.—Klaudt Prods. 


135—WATCH OUT FOR DAD when 
he sees this exciting new golf-game. 
Made of all wood, with automatic 
ball return, grass-like runway and 
equipped with junior size putter and 
regulation ball. Can be used indoors or 
out for play or for serious putting.— 
Gifford Mfg. Co. 


136—WHAT’S UP DOC? This famous 
question asked by Bugs Bunny in so 
many cartoons, is answered in this 
case with a new set of molds designed 
for gelatin type desserts, in the shape 
of Bugs and his friends Sylvester Cat 
and Tweety Bird.—David M. Cook & 
Associates 
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137—MOTHERS OF THE FUTURE 
will enjoy practicing, for the role they 
may someday play, with this elegant 
folding doll carriage. It features a 
“Viso-Ramic” visor which is an in- 
tegral part of hood and extends from 
the body of carriage to top of hood. 
—South Bend Toy 


138—NO FILTER, but there is a flip- 
top box designed as a carton for 8 
balloons. Just like the grown-up 
cigarette pack version this method of 
packaging balloons will appeal to the 
youngsters desire to imitate’ the 
antics of the adult world. In vivid 
colors.—Pioneer Rubber Co. 
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139—CROQUET ANYONE? ? is once 
again being heard around the country 
due to the fact that it is a family 
game enjoyed by both young and old. 
Shown here is an outstanding 6-player 
set with such luxury extras as 
brightly colored, rubber tipped mallets 
and wheel-away case.—Withington 


140—SUMMER SLEDDING is once 
again made possible by the 1957 ver- 
sion of the popular Flexy Racer. 
Equipped with wheels like a coaster 
wagon, the racer can be steered from 
sitting position, as a knee coaster or 
from a prone “belly-flop” position like 
a sled.—S. L. Allen & Co. 
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141—RIDE °’EM COWBOY on the 
back of this bouncing horse which fea- 
tures such realistic touches as a 
simulated hand tooled western saddle, 
reins and bridle and a chrome tube 
stirrup. The model shown is 44” long, 
32” wide and 31” high from floor to 
saddle.—Tremax Industries, Inc. 


ENCHANTED 
EG \) 


142—FOOD FOR THOUGHT or at 
least for dreams is offered to younger 
children in the popular line of “Elf 
Books.” Fourteen new titles will be 
added this year to the collection of 
lower-priced books which have main- 
tained a reputation for quality for 
years.—Rand MeNally & Co. 
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Set up an American Chain Section 
AND WATCH YOUR CHAIN SALES GROW! 


Here’s a simple, practical way to increase your 
chain sales and profits: 


(1) Specialize on American chain - American is the 
best-known chain line—acco is the brand name every- 
body knows. Your customers will readily accept chain 
items bearing the Acco identification. They know that 
ACCO branded products are made by a large, established 
firm with an unsurpassed reputation for integrity, 
quality and value. 


(2) Set up an American Chain Section in your store 
Keep a full stock of attractively-packaged American 
Chain items displayed on shelves. These brightly- 
colored packages are instantly identified—they make 
it easy for customers to select what they want. Also, 
place an Acco Chain Salesmaker in a prominent loca- 


tion where customers can see and feel the chain. Show Bridgeport, Conn. ¢ Factories: *York and *Braddock, Pa. 


ACCO-PAILS of Proof Coil and BBB chain, each pail 
plainly labeled and identified. And display an acco 
Dog-Chain Assortment, too. ... A neat, well-stocked 


American Chain Section will mark your store as “‘chain 
headquarters”’ in your community. 

(3) Deal with our American Chain Distributor 

He was appointed on the basis of integrity, a reputation 
for responsibility—and the ability to give you at all 
times the very finest and fastest chain service. 

Tying up with the leading chain manufacturer and 
the leading chain distributor will go a long way toward 
building and maintaining your name as your commu- 
nity’s leading chain dealer! 

For additional information, write us at York, Pa., 
for interesting booklet, “‘Finger Tip Facts About Chain.” 
It’s loaded with selling points, yet it’s brief! 


American Chain Division co 
AMERICAN CHAIN & CABLE Af 





Sales Offices: *Atlanta, Boston, *Chicago, *Denver, Detroit, 
*Houston, *Los Angeles, *New York, Philadelphia, Pittsburgh, 


.) 
.\ 
TRADE * 


* Indicates Warehouse Stocks *Portland, Ore., *San Francisco MARK 


For Details Circle 23 on INQUIRY CARD 
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JUNE MERCHANDISING 





FIRST WEEK 


SECOND WEEK 


THIRD WEEK 


FOURTH WEEK 








WINDOW A 


June 1-7 


June 8-!4 


june 15-21 


June 22-28 a 





Father’s Day 


Father’s Day 


Water Sports Parade 


Water Sports Parade 





WINDOW B 


Graduation and Wed- 
ding Gifts (Cont.) 





Paint . . . it’s Colorful 


Paint . . . it’s Colorful 


Vacation & Leisure 
Time 








IN-STORE 
PROMO- 
TIONS 
AND 
SOURCES 
FOR 
ADVERTIS- 
ING 


Father's Day (Feature 
power and hand tools, 
power mowers, sports 
equipment, barbecues, 
etc.) 


Graduation and Wed- 
ding Gifts (Cont.) 


Refrigerators & Freezers 
and Air Conditioning 
Equipment (Cont.) 


Water Systems (Cont.) 


Paint . . . it’s Colorful 
(Feature paints of all 
types, brushes, rollers, 
ladders, and allied 
equipment) 


Father's Day (Cont.) 


Graduation and Wed- 
ding Gifts (Cont.) 


Refrigerators & Freezers 
and Air Conditioning 
Equipment (Cont.) 


Water Systems (Cont.) 


Canning Depot (Fea- 
ture items for prep- 
aration of fruits and 
vegetables, jars, cans 
and freezer packages 
and freezers) 








SPECIAL 
DATES 


June 1-30—Portable 
Radio Month 


June 1-30—National 
Recreation Month 





jane 8-15—Let’s Play 
Golf Week 


June 14—Flag Day 


Water Sports Parade 

(Feature boats, out- 
board motors, water 
skis, skin diving equip- 
ment, boat and deck 
chairs, life jackets, 
etc.) 


ae 
(Cont.) 


Refrigerators & Freezers 
and Air Conditioning 
Equipment (Cont.) 


it’s Colorful 


Water Systems (Cont.) 
Canning Depot (Cont.) 


Hot Weather Needs 
(Feature air condition- 
ing equipment, freez- 
ers, and refrigerators, 
fans, pest controls, 


etc 


Water Sports Parade 
(Cont.) 


Vacation & Leisure 
Time (Feature  lug- 
gage, portable radios, 
auto accessories, camp 
G&G picnic supplies, 
sporting goods, out- 
door toys, etc.) 


Refrigerators & Freezers 
and Air Conditioning 
Equipment (Cont.) 


Canning Depot (Cont.) 


Hot Weather Needs 
(Cont.) 





June 16—Father’s Day 


June 23-29—Nat'l Swim 
for Health Week 
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DO-IT-YOURSELF DISPLAY TIPS 





UTILIZING 
“UP" SPACE 


Created by Bill Haber 
(Builders Emporium, 
Van Nuys, California) 








1. GET ’EM UP... where they can be 
seen. Use otherwise dead space over 
counters to display products sold be- 
low. Small garden tools are wired on 
two peg-board panels, suspended be- 
tween metal poles. These panels ro- 
tate by means of electric-driven turn- 
tables for even greater customer 
eye-appeal. 
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2. IT’S A FRAME “UP”... A frame 
built of 1”’x2” lumber covered with 
foil is suspended above a sales table 
and covered with sections cut out of 
a manufacturer’s display poster. In- 
side the frame is secured as starter set 
of enamel ware. This use of a small 
area concentrates a powerful sales 
message. 


3. “SALES -GO-ROUND” fills the 
“up” space over a selection of wooden 
ware. Lightweight shelving fits over 
candy-stripe pole, which attaches at 
ceiling and table top below. Sales mes- 
sage fits around pole and entire unit 
revolves by use of an electric turn- 
table. Display takes only two square 
feet of table space. 
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Extend blade full length until con- Place match or nail in hole to hold 
nection appears. Note small hole narrow inner spring while making 
adjacent. change. Disconnect old blade. 


everybody 
wants 


DISCTONS 
exclusive 


Insert new blade as shown. Remove 
match or nail and release. Total time 
for blade change only 10 seconds! 


[O-socond blade change | 


Only Disston Carlson Steel Tape Rules permit your customers to 
change blades in 10 seconds without opening case! And look at all these 
other selling features! 


@ Jet black numerals on gleaming white surface 
@ Easy-action swing tip 

@ Integral automatic brake system 

@ Pocket-size, chrome-plated, lightweight case 


The profit picture's pretty, too. For example, the 10’ Big Chief shown 
above retails for $3.25. Your profit? $1.08! Place your order for Disston 
Carlson Steel Tape Rules through your Disston wholesaler today! 


WANT MORE INFORMATION ? Write: Henry Disston Division 
H. K. Porter Company, Inc. 
Philadelphia 35, Pa. 


HKP) Henry DISSTON DIVISION 
, H. K. PORTER COMPANY, INC. 


For Details Circle 24 on INQUIRY CARD 
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GUWEAU 


WOOO. PAPER. CLOTH 
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ELMER’S® 
GLUE-ALL 


Here's the modern plastic 
glue that sticks fast and 
strong. Dries clear, won't 
stain. Ideal for wood, paper, 
cloth, pottery—any porous 
material. In handy squeeze 
bottle, plastictube, and glass 
iars; sizes from 19¢ up. 








ELMER’S® 


WATERPROOF GLUE 


It's the glue that boating ex- 
perts use. Exceeds military 
specifications for waterproof 
glue. Resistant to acids, al- 
kalis, fungus, rot. Super 
bond is stronger than the 
wood itself. Ideal for any 
outdoor project. 


is the fast-selling 


ELMER’S® 


CONTACT CEMENTS 


Both regular and non- 
flammable types. Bond 
plastic laminates to ply- 
wood quickly without 
clamps or presses. High- 
ly resistant to heat and 
moisture. Also for in- 
Stalling plywood wall 


panelling without nails. 


A Borden glue for every job 
. .. made to do a better job! 


All 3 nationally advertised 
in the leading magazines 
read by glue users 


@ SATURDAY EVENING POST 
@ POPULAR MECHANICS 

@ POPULAR SCIENCE 

@ MECHANIX ILLUSTRATED 

@ AMERICAN HOME 

e@ BETTER HOMES & GARDENS 
@ SUNSET 


a Borden profit-building merchandising idea . . . 
a free "Glue-It-Yourself Corner" kit 
Glue-it- 7 Get yours today. Includes attractive ‘Glue- 
rset CORNED It-Yourself Corner” sign that will brightly 
flag your glue department . . . shelf strips 
... ‘idea sheets” to help increase sales... 
customer literature . . . Elmer's Glue Chart. Ask 
your distributor for vours. or write us direct. 





























1S THE BORDEN LINE TO GLUE PROFITS! 


ae 
tHE ELMER wi 
6101 Airport Way, Seattle 8, Wash. 


The Borden Company, Chemical Division, 20740 Wilmington Ave., Dominguez, Cal. 
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JUNE PROMOTIONS 





Father's 
Day 


Schedule: June 1-14 


OBJECTIV E—This is a promotion to tie-in with 
National Father’s Day which is scheduled for 
June 16. The hardware store is an excellent place 
to find Father’s Day gifts. Any effort you make 
to tie-in with this campaign will be worthwhile. 


WINDOW—Simple but effective way to attract 
attention to a Father’s Day window is to use the 
rubber ball type heads as shown in picture, each 
with a different type of hat. Eyes, mouth, mus- 
tache, etc., can be made by cutting them out of 
paper, and pasting them onto the ball. Each ball 
is set into a white collar made out of cardboard. 
Some have bow ties, others four-in-hands. The 
sign reads, “There is something for your Father 
in this window.” Then display power tools, power 
mowers and outboard motors in the background 
with smaller types of power and hand tools, sports 
equipment, barbecues, etc., placed neatly in the 
foreground. The hats can be borrowed from a 


local hat store with a proper credit card in the 
window. 


SPECIAL STUNTS—You could have printed a 
card with the following message on it, “Don’t Let 
Father Feel Like A Bachelor on Father’s Day, 
June 16. Select a Gift for Him at Store.” 
Pin on each one of these cards a bachelor button, 
and hand these out to all the ladies and teenagers 
who come into your store during the two weeks 
before Father’s Day. 
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DIRECT MAIL AD—You could have printed a 
card or letter with an illustration of a bachelor 
button at the top, with the copy: “Don’t Let 
Father Feel Like A Bachelor on Father’s Day, 
June 16. Select a present from the store with a 
thousand gift possibilities for Father.” Then list 
quite a few of the items as a suggestion. Mail 
this to wives. 


RADIO AD—Use throughout the day a com- 
mercial similar to the following: “Don’t Let Dad 
Feel Like A Bachelor on Father’s Day, June 16. 
Give him a gift selected from the thousands of 
items at hardware store. You will have 
no trouble finding the kind of gift Dad would like, 
if you would just take a few moments to look 
over the many items that he will go for.” 


NEWSPAPER AD—For the lead use the same 
idea as in the other advertising suggestions: 
“Don’t let Father feel like a bachelor on Father’s 
Day, June 16.” Follow this with copy explaining 
what a wonderful selection can be found at your 
store. Then illustrate several items as a starter 
and give a description which would tell what kind 
of a man would appreciate this particular kind 
of gifts. For example: “If Dad is a fisherman, his 
hands will make a grab for this rod and reel 
faster than you can say Father’s Day.” 
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KRYLON 


ZOOMS SALES 


with “Big 4" Spring Promotion 








announces 
THE SENSATIONAL NEW 


A special Bar Curtain Screen 
Package loaded with Sales 
and EXTRA PROFITS for YOU! 


A TYPICAL BAR-PAK VALUE! * 





“Available at 
this special 
price only 
with the 
purchase 
ofa 
Bar-Pak. 


BAR-PAK 
SPECIAL 
LIST 


Reg. $24.00 list 


WRITE for exciting 8-page BAR-PAK 
BROCHURE with its amazing valves! 


PUL-O-MATIC BAR CURTAIN SCREEN Fy 00 a] 
No. 76-P Black or Brass Mesh 2. -_ Ys 
_ ja 


MFG. CO. 


4865 San Fernando Rd. West « L. A. 39, Calif. 
For Details Circle 27 on INQUIRY CARD 





Powerful LIFE Spring campaign . . . 6 big, compelling ads 
to pull in the customers . . . with more LIFE ads to come! 


New, striking KRYLON label... giant 16-0z. can, winner 
of national C.S.M.A. aerosol label award! 


New wrought iron display rack worth $15 FREE TO YOU 
with 24 16-o0z. cans! 


4] Introductory assortment of 
24 cans and free display rack for 
only $25.81 ... 40% profit... 
$1.79 bonus on your first reorder! 


Racks are designed to be easily added, 
rack to rack, as customer demand grows. 


America’s best selling spray enamels 
If you prize it... KRYLON-IZE it 
KRYLON, INC. 


NORRISTOWN, PA. 








WHO BUT 
_XCELITE- 


—_ 


—WOULD 
BRING OUT 


THIS REAMER 


WITH THE NEW TWIST! 


Chrome-hard cutting edges! Big '/."" ream- 

ing capacity in wood, sheet metal, plas- 

tic! Plus T-handle leverage for the 

tough jobs by inserting 3/16" pin in 

shank hole! That's the No. 39 Reamer N 39 
with the new twist—typical of the / badd 
imagination and toolmanship that / reamer 
make XCELITE nut drivers, screw- ih 

drivers, pliers and reamers the 

customer's choice. Write for 

literature and prices today! 





XCELITE 


Incorporated 


Orchard Park, N. Y. XCELIvE 
‘Keole) aie 
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JUNE PROMOTIONS 





Paint... It's 
Colorful 


Schedule: June 8-21 


OBJECTIV E—This is the time of year that out- 
side house painting gets going in good volume. 
If you want to get in on the big house painting 
splurge during vacations, start with a window and 
general promotion now. People are still going for 
color not only outside but also inside the home. 
That is the reason the theme for this promotion 
is built upon color. 


WINDOW—At one side place a panel painted 
in blue. Cut out colored cards either in circles or 
oval shape, and attach to panel. Place brushes, 
rollers, putty knives, etc., on cards. At the other 
side of panel put a frame of insect cloth on which 
you can attach the sign, “Paint—It’s Colorful.” 
On the insect cloth you can also attach small items 
such as sandpaper packages, patching chalk, etc. 
Place one or more rolls of linoleum at the left 
back of window. On the floor in the foreground 
show various types of paints, sundries and spe- 
cial equipment. At the extreme left, place ladders. 


DIRECT MAIL AD—Print on envelope, “Starter 
Set For Painting.” Inside envelope have letter 
with about three different strips of sandpaper 
with the copy, “As Soon As You Get the Sur- 
face Ready, Use Paint to Give Your House 


MAY 1957 








£ uw? 
— Belagck - 





| __ ponoreP 
parerR 
CRCLES 


























































































































New Color. Paint Does Miracles with a Home No 
Matter How Old It Is.” Then mention that you 
have all kinds of color cards for helping the home- 
owner select the desired color. Mention any other 
service you can offer in regard to helping home- 
owners, even to the point of helping them to ar- 
range for an FHA Improvement Loan. 


RADIO AD—Use several commercials at va- 
rious times of the day to catch both the house- 
wife and man of the house. If possible, get a 
woman’s voice to say: “Paint. . . It’s Colorful .. . 
It’s Glorious . . . It’s Just What You Will Want 
to Put on Your Home This Year to Make It Color- 
fully Attractive.’ Then switch to man’s voice 
giving details about selecting paint from your 
store. 


NEWSPAPER AD—Use the theme idea for 
the head of the ad: “Paint .. . It’s Colorful.” Fol- 
low in fairly large type with something like the 
following: “Make your home colorfully new. You 
will be surprised how proud you are of the old 
home. You will make your neighbors happy, too. 
After all, they have to look at it.” Then go into 
copy about paint and the various sundries that 
you are offering. 
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NEWS 


Two New 
Representatives 
Named for 
"World" 


a 


Robert Hinckle 


Two regional managers have been 
appointed to represent HARDWARE 
WorRLD by Robert E. McKenna, pub- 
lisher. Robert Hinckle was named to 
cover North Carolina and South Caro- 
lina. Jack Kay was appointed to 
eover Southern California. 

Mr. Hinckle joined Chilton Com- 
pany (WORLD’s parent company) in 
April 1952. Before the war he worked 
for Pennsylvania R. R. Co. and H. J. 
Heinz. During the war he served in 
the U. S. Army for five years, start- 
ing in the infantry and ending as a 
pilot on the “hump” run from India 
to China. After the war he worked 
as a district manager for the Plym- 
outh Division of Chrysler Corp. and 
subsequently joined Sentman Motor 
Company in Philadelphia. 

Mr. Kay has been associated with 
Chilton Company for about ten years 


we 
Jack Kay 


working in the editorial field as well 
as in advertising sales. Although he 
is a native of Philadelphia, the home 
of the Chilton Company, he has been 
working out of the Los Angeles office 
during his entire tenure with Chilton. 
He served in the infantry of the 
U. S. Army during the war and after 
discharge in 1946, he entered Los 
Angeles City College, where he grad- 
uated in 1948. He headquarters at 
Chilton’s Los Angeles office, 198 S. 
Alvarado St. 

Don May who formerly covered 
Southern California, is regional man- 
ager for Northern California, Pacific 
Northwest and the Intermountain 
states. He is located at the HArRD- 
WARE WORLD headquarters in the 
Western Merchandise Mart, San 
Francisco. 





Totem Presents First Merchandise Show 
With Open House in New Building 


SEATTLE—On March 17 and 18 
the Totem Wholesale Hardware Co. 
held open house along with their 
First Annual Spring and Summer 
Merchandise Show. The event took 
place at their new, modern ware- 
house here at 4400 Fourth Ave. S. 

The 42 manufacturers representa- 
tives who participated in the show 
featured medium and _high-ticket 
items in their booths. A highlight of 
the two days was a factory-sponsored 
Barbecue School which attracted con- 
stant crowds. During the show tur- 
keys, roasts, hams and hot dogs were 
barbecued and served to the attending 
dealers. 

Door prizes were offered every 
hour on the hour during this two- 
day show. Specials were made avail- 


able to dealers during show hours 
only. This proved to be a popular 
feature. 

According to Lee Ahroni, partner, 
the show was well attended and buy- 
ing was much heavier than antici- 
pated. He also stated that all guests 
were given a tour of the new premises 
and were shown how orders were 
processed and filled. 

Mr. Ahroni said that tentative plans 
call for two shows a year and that the 
next one is planned for September or 
early October. It will be called “The 
Fall and Christmas Merchandise 
Show.” 

Expansion of activities are also 
planned and the firm expects to cover 
the entire State of Washington “more 
completely than we have in the past,” 
said Mr. Ahroni. 





Watch for the .... JUNE Issue 


This will be the annual Wholesalers Directory and New Products 


Catalog. It will be like a "Show in Print." 





Shelves On Posts 


An interesting display treatment 
was recently installed at the Gabisch 
Co. hardware store in Townsend, 
Montana. Metal supporting posts 
throughout the store were boxed in 
with 1x5 boards and shelves were 
mortised in with a rim around each 
shelf. These shelves at various levels, 
provide room for attractive displays 
of small items and specials. 

Each department makes use of the 
“shelves-on-posts” in their particular 
area to highlight that section’s spe- 
cialty items. 

This is an eye-catching and prac- 
tical use of what otherwise would 
be dead space and an idea that can 
be adapted to many uses in a great 
variety of store situations. 


Coupon Ups Wagon Sales 





WAGON SALE 
$3 $198 and up! $3 
1 GRCG 51.00 1 


$4.98 or mere s] 


tte At Lower Prices the Year Around 











HARDWARE & 
WALLPAPER CO. 
Across from Cash Bazar 


STAT 


1015 Main St. Boise 











A one-dollar coupon offer in- 
creased the sale of wagons for 
the State Hardware and Wall- 
paper Store, Boise, Idaho. 

In a small newspaper ad, the 
store invited persons to clip the 
ad and use it as $1 toward the 
purchase of any wagon in the 
store, priced at $4.98 or more. 

Officials of the store said the 
coupon offered upped wagon 
sales, increased store traffic. 


HARDWARE WORLD 








FIRST CLASS 
PERMIT NO. 41 


Sec. 34.9 P. L. & R. 
San Francisco, Cal. 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 


POSTAGE WILL BE PAID BY 


HARDWARE WORLD 


Service Bureau 
1355 Market Street 
San Francisco 3, Calif. 


Your Name ee ace a a 
PLEASE PRINT 1957 Issue 


Store ae 
PLEASE PRINT 


a er 


Remarks _ 


> 


16 31 
17 32 
18 33 
19 34 
20 35 
21 36 
22 37 
23 38 
24 39 
25 40 
41 
42 
43 
44 
45 


> > 
‘ N 


> 


N NNN ND LD 
> 
vi 


o@man Aura wan =~ 





MAY 


Your Name cc a 
PLEASE PRINT 1957 Issue 


Store. _ 
PLEASE PRINT 


Street____— a ee 


Remarks__.__—— 


16 31 61 91 106 121 
17 107. 122 
18 108 123 
19 109 124 
20 110 125 
111 126 
112 127 
113° 128 
114 129 
115 130 
116 131 
117 132 
118 133 
119 134 
120 135 


ot 
ow On aus wn = 


—_ 


12 
13 
14 
15 


FIRST CLASS 
PERMIT NO. 41 


Sec. 34.9 P. L. & R. 
San Francisco, Cal. 


BUSINESS REPLY CARD 


No Postage Stamp Necessary if Mailed in the United States 


POSTAGE WILL BE PAID BY 


HARDWARE WORLD 


Service Bureau 
1355 Market Street 
San Francisco 3, Calif. 











May 17-26 


26-28 


14-18 


21-26 


July : 


July 


August 4-7 


August 4-7 


August 10-14 


August 18-21 


August 25-27 





SCHEDULE OF CONVENTIONS AND SHOWS 


WASHINGTON STATE INTERNATIONAL TRADE 
FAIR at National Guard Armory, 305 Harrison St., Se- 
attle, Wash. (Fred Imhoff, 215 Columbia St., Seattle, 
Wash.) 


TOY AND WHEEL GOODS MARKET at Western Mer- 
chandise Mart, San Francisco (Cameron Ball, 1355 Market 
St., San Francisco) 


12th ANNUAL PACIFIC COAST BUILDERS’ HARD- 
WARE CONFERENCE OF NBHA & ASAHC, at Empress 
Hotel, Victoria, B.C. (Gen. Chairman F. A. Haines, Wash- 
ington Hardware Co., 1247 Puyallup Ave., Tacoma, Wash.) 


SEMI-ANNUAL NORTHWEST VARIETY STORE MER- 
CHANDISE SHOW at Portland, Oregon (3496 N. W. 
Thurman St., Portland 10, Oregon) 


ASSOCIATED POT AND KETTLE CLUBS OF AMER- 
ICA CONVENTION-Sponsored by Denver Pot & Kettle 
Club at Stanley Hotel, Estes Park, Colorado (W. S. Cline 
Co.-Bill Cline, 18314 Wazee, Denver, Colo.) 


INTERNATIONAL HOUSEWARES SHOW at New York 
Coliseum, New York City (Orkin Exposition Mgmt.—19 
W. 44th. St. New York, N. Y.) 


NATIONAL RETAIL HARDWARE ASSN. CONGRESS 
at Statler-Hilton Hotel, Dallas, Texas. (Russel R. Mueller, 
964 N. Pennsylvania St., Indianapolis, Indiana) 


NATIONAL HOUSEWARES SHOW at Atlantic City 
Auditorium, Atlantic City, N. J. (National Houseware 
Mfgrs. Assn., 1140 Merchandise Mart, Chicago 54, III.) 


INDEPENDENT HOUSEWARES AND HOME ACCES- 
SORIES EXPOSITION at Chelsea Hotel, Atlantic City, 
N. J. (Independent Housewares Exhibit, Inc., 8 S. Dear- 
born St., Chicago, Ill) 


16th. CALIFORNIA LAMP, PICTURE AND ACCES- 
SORY SHOW at Biltmore Hotel, Los Angeles, Calif. 
(Trade Shows Ltd., 672 So. Lafayette Park Place, Los 
Angeles 57, Calif.) 


CALIFORNIA GIFT SHOW at Merchandise Mart, Am- 
bassador Hotel, Biltmore Hotel & Brack Shops, Los 
Angeles, Calif. (Geo. L. Pascoe, Trade Fairs Inc., 672 
So. Lafayette Park Place, Los Angeles, Calif.) 


WESTERN SUMMER MARKET at Western Merchandise 
Mart, 1355 Market St., San Francisco (Henry Adams, 
1355 Market. St., San Francisco, Calif.) 


WEST COAST HOUSEWARES SHOW at Western Mer- 
chandise Mart, 1355 Market St., San Francisco, Calif. 
(Western Housewares Assn., 1355 Market St., S. F.) 


WESTERN GIFT, HOUSEWARES AND TOY SHOW at 
Western Merchandise Mart, 1555 Market St., San Fran- 
cisco, Calif. (Henry Adams, 1355 Market St. San Fran- 
cisco) 


GIFT, CHINA, GLASS, STATIONERY & HOUSEWARES 
SHOW at Civic Auditorium, Sheraton-Palace, Sir Francis 
Drake and St. Francis Hotels, San Francisco, Calif. (*) 


PORTLAND GIFT SHOW at Public Auditorium, Plaza 
& Benson Hotels., Portland, Oregon (*) 


SEATTLE GIFT SHOW at Civic Auditorium, Seattle, 
Washington (*) 


SPOKANE GIFT SHOW at Davenport Hotel, Spokane, 
Washington (*) 


( *) Kay Leber, 1355 Market Street, San Francisco, Calif. 
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Floor-protectors... 
or sales-makers? 


Your customers think of Bassick Rubber 
Cushion Glides as floor-protectors. 
Bassick’s year-in, year-out advertising to 
Saturday Evening Post’s almost 5,000,000 
families has seen to that. 

That’s why — for you — Bassick Rubber 
Cushion Glides are such easy sales-mak- 
ers. Especially now, with the new see-’n- 
sell tubes and self-merchandising display 
package. (They're still available in bulk 
too, of course, for large orders.) 


New display package (decimal 
packaging) starts impulse sales. 

This smart new packaging lends itself to 
display—does part of the selling for you. Or- 
der from your wholesaler, open up the dis- 
play flap on the carton, and set yourself up 
some sales-making glide displays. Display 
them in both your houseware and hard- 
ware departments — because women are 
even better glide prospects than men. THE 

BASSICK COMPANY, 
“TK Bridgeport 2, Conn. In 
Canada: Belleville, Ont. 


FE 7.22 


SEARS 


A DIVISION OF 


MAKING MORE KINDS OF CASTERS... MAKING CASTERS 00 MORE 
For Details Circle 29 on INQUIRY CARD 
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Macklanburg-Duncan Names Western Sales Reps. 


oe 


Myron Way 


Appointments of Western sales rep- 
resentatives has been announced by 
Macklanburg - Duncan Co., Oklahoma 
City building specialties manufactur- 
ers. 

Myron S. Way has been named to 
cover the Western half of Southern 
Calif. His territory specifically in- 
cludes the upper two-thirds of Los 
Angeles County as well as Kern, San 
Luis Obispo, Santa Barbara, and Ven- 
tura counties. 

Dow Saunders has been named the 
new sales representative in Oregon 


Dow Saunders 


Morris Rudio 


and Western half of Idaho. A veteran 
of 11 years of sales work in the build- 
ing material field, Mr. Saunders has 
been connected with Sand Plywood 
Co., Leadbetter Logging and Lumber, 
and City Lumber and Supply. 


The new representative for the 
state of Montana is Morris Rudio. Mr. 
Rudio’s past experience includes three 
years as a manufacturer’s representa- 
tive in the hardware and lumber field, 
and 15 years as general manager of 
an appliance and heating firm. 





Southwest 
Hardware 
Ups Two 


Jack Spain 


NORWALK, Calif.—Effective Jan- 
uary 1, 1957, Jack Spain became mer- 
chandise and promotion manager for 
Southwest Hardware Company, deal- 
er-owned hardware wholesaler, Nor- 
walk, California. Prior to this appoint- 
ment, he had been sales representative 


50 


Wayne Dudley 


since joining the company in 1952. 

Effective also January 1, 1957, 
Wayne Dudley was appointed to the 
newly created post of head of dealer 
relations for Southwest. Previously, 
and since joining the company in 1952, 
he had been sales representative. 


Wood 
Shovel 

& Tool 
Names 
District 
Manager 


T. A. 
Jacob : hw 
& 

WALNUT CREEK, Calif. — The 
Wood Shovel & Tool Co., has pro- 
moted T. A. (Tom) Jacob from sales 
representative to district sales man- 
ager for Northern California, Oregon 
and Washington. Mr. Jacob has been 
representing the firm on the Coast 
since 1955 and headquarters at Wal- 
nut Creek, Calif. 


Heatilator Names Lange 


William D. Lange has been ap- 
pointed sales manager for Heatilator 
Inc., a division of Vega Industries, 
Inc. in Syracuse, N. Y. Mr. Lange 
had been assistant sales manager. 
Prior to joining Heatilator he was 
with Lever Brothers Company. He 
began his Lever Bros. career as a 
salesman and continued as a sales 
analyst and supervisor. 


Reardon Names Coast V.P. 


Harold F. Volgstadt has _ been 
named vice president of the Reardon 
Company of California. Prior to his 
new assignment, Mr. Volgstadt had 
been sales manager of Reardon’s 
Eastern Division at Kearny, N. J. The 
firm’s West Coast plant is located at 
1731 East Olympic Boulevard, Los 
Angeles. 


Buxbaum Names Rep. Firm 


LAKEWOOD, Calif. — The Dean 
Martin Company has been appointed 
representatives for California and 
Arizona by the Buxbaum Company, 
manufacturers of Akro Cushion-treds, 
Carpetreds, Threshold Mats and Akro- 
Foam Sponge Mats. 
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McGinnis 


McGinnis 


Coupled with the retirement of 
E. H. McGinnis, vice president and 
general manager, after 58 years with 
Union Hardware & Metal Co., was 
the announcement of new officers of 
the company. Mr. E. H. McLaughlin 
who continues as President of the 75 
year old firm, announced the board of 
directors election of the following 
officers: F. F. Regan, vice president 
in charge of sales; E. H. McLaughlin 
Jr., vice president; R. F. Mogan, vice 
president; W. L. Goff, treasurer; E. C. 
Scheller, secretary. 

Mr. McGinnis began his career with 
Union April 30, 1899, became secre- 
tary of the company in 1921, general 
manager in 1930, vice president in 
1943 and treasurer in 1956. Mr. Mc- 
Ginnis held all of the above positions 
concurrently, from the time of his 
election to each, until his retirement 
April 1, of this year. He will continue 
to serve the company in an advisory 
capacity. 

(The staff of HARDWARE WORLD 
takes this opportunity to extend 
congratulations to Mr. McGinnis and 
to include him in the membership 
rolls of the 50-year Club.) 


Archer-Daniels Ups Allen 


Promotion of Charles M. Allen to 
sales manager of the linseed division 
of Archer-Daniels-Midland Company, 
has been announced. At the same 
time, the retirement of Daniel A. Co- 
penhaver as director of linseed oil 
sales, effective March 1, also was an- 
nounced. 

Mr. Allen, assistant sales manager 
of linseed oil since 1955, joined the 
firm in 1950 as a sales representative. 
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P. B. HAZELTON PUTS ROLLING DISPLAY UNIT ON THE ROAD 






































COMPTON, CALIF.—LOADED AND 
READY TO ROLL, this “Mobile 
Sales Room” was recently put on the 
road by P. B. Hazelton Wholesale 
Hardware. The unit, now calling on 
Hardware and Lumber dealers in 
Southern California, carries a com- 
plete assortment of “visible-packaged” 
merchandise which is displayed on 
self-service gondolas which are man- 
ufactured by the Compton wholesaler. 
The firm, pioneers in_ self-service 
merchandising and packaging, found 


Two Divisions 
Sales Managers 
Named By 
Stanley 


The Stanley Works has announced 
the appointments of general sales 
managers of two of the firm’s sub- 
sidiaries. 

Benjamin I. McGowan, Jr., has 
been named general sales manager 
of Stanley Building Specialties Co. Be- 
fore joining Stanley in January, Mr. 
McGowan was assistant to the vice 





Benjamin I. McGowan 








that standard catalogs and illustra- 
tions were not adequate to success- 
fully present the firm’s merchandising 
plan and this rolling show room was 
developed to take the merchandise 
directly to dealers. Complete, even 
to the kitchen sink, the trailer has 
half-island displays along the walls 
simulating an aisle in a store. A 
generator mounted on the truck pro- 
vides the power for the units fluores- 
cent lighting and _ air-conditioning 
unit. 


H. Henry Martens 


president in charge of sales at Gene- 
ral Bronze Corp. 

J. Henry Martens has been named 
general sales manager of Stanley- 
Judd, a division of the Stanley Works. 
Before joining the firm, Mr. Martens 
was vice president of Proctor Electric 
Company. 





Siebert Names Western Reps. 


The O. W. Siebert Company has 
announced the appointment of new 
sales representatives for their line of 
baby carriages and strollers, padded 
goods, juvenile furniture, nursery ac- 
cessories and toys. 

Fred T. Schoonmaker, Pomona, 
Calif., and Herman Toelke & Associ- 
ates, San Francisco, have been ap- 
pointed to cover Washington, Oregon, 
California and Western Nevada. 
Named to cover the Mountain states 
of Arizona, New Mexico, Utah, Colo- 
rado, Wyoming, Idaho, Montana and 
Eastern Nevada, was Malcolm Medill, 
Leighton C. Medill and Robert L. 
Wright, Jr., of Medill Sales Company, 
Denver. 


Moto Mower Offers Dealers 
Special Finance Plan 


Dealers will have an opportunity to 
get a good percentage of the huge 
power mower market through a fi- 
nance plan offered by Moto Mower. 

The plan, which is being developed 
in cooperation with several large fi- 
nance companies, is available to Moto 
Mower dealers as a method to close 
sales quickly. The financing organiza- 
tion will take over the full responsi- 
bility of all the essential credit and 
collection problems, delinquent ac- 
counts and all bookkeeping. It also 
eliminates the generally high expense 
of a credit department. 
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NEWS 


Joins 
Firm's 
West 
Coast 
Office 


Donald 
Borkowski q \ 

SAN FRANCISCO—Donald Bor- 
kowski, formerly working out of 
North & Judd Mfg. Company’s home 
office in New Britain, Conn., has been 
transferred to the firm’s San Fran- 
cisco office for field work on the West 
Coast. Mr. Borkowski has been with 
the company since 1955. 


Howson Returns to Evers 


SAN FRANCISCO—A. H. Howson 
has returned to Evers Distributing 
Company as its manager after an 
absence of one year. He had been in 
charge of the wholesale firm for five 
years until he left about a year ago 
to become sales manager of the Dohr- 
man Commercial Heavy Duty Equip- 
ment Distribution Division. 


Flintlock -- 


Why put up with 
old-fashioned brooms? 


Like other APB products, the 
FREEWAY Push Broom, for 
example, is ultra-modern all the 
way through. Duratex plastic 
bristles are impervious to com- 
monly-used petroleum and caus- 
tic products, flush clean in water 
rinse. The FREEWAY Broom 
wears three times as long as 
ordinary highway, commercial, 
household and industrial 
brooms. Ask your jobber for 
APB brooms and brushes when 
you order. 


AMERICAN 
PUSH BROOM CO. 


114 FERN STREET 





SAN FRANCISCO 9, CALIFORNIA, ORdway 3 - 8891 
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O'Brien Promotes Miller 


Douglas Miller has been promoted 
to sales promotion manager of the 
O’Brien Corporation, paint manufac- 
turers of South Bend, Indiana. Mr. 
Miller, formerly a salesman for the 
firm, will also conduct the firm’s 
Sales Ideas Schools which assist deal- 
ers in their retail selling techniques. 


Ronson Promotes O'Connor 


LOS ANGELES—Jack D. O’Connor 
has been named Western sales mana- 
ger of the Ronson Corporation, and 
will continue to make his headquar- 
ters in Los Angeles where he has been 
firm’s Southern California sales repre- 
sentative since 1950. 


G.E. Supply Adds Calif. Facility 


SAN JOSE, Calif.—General Electric 
Supply Company opened a_ 12,800 
square foot distrbution center at 735 
Coleman Ave., early in February. 
Customers in Santa Clara, San Benito, 
Santa Cruz and Monterey counties 
will be served from this facility. 
Electrical construction materials, 
lighting equipment, lamps, small ap- 
pliances, radios and power apparatus 
will be warehoused and distributed 
from this facility. 

A Rohl Barnes has been named 
sales manager of the San Jose opera- 
tion. 


Quickie's S.M. Tours West 


Jerry Hovnanian, national sales 
manager of Quickie Mfg. Co., recently 
concluded a four-week Western tour 
where he talked to potential distribu- 
tors and visited key accounts who 
were handling firm’s automatic mops, 
dish and bottle mops and other house- 
hold products. 


Myers Creates Sales Divisions 


The F. E. Myers & Bro. Co., has 
announced establishment of two new 
sales divisions, ‘‘to offer increased co- 
operation and assistance to distributor 
and dealer sales efforts,” according to 
E. M. Myers, vice president in charge 
of sales. 

J. F. Simmons has been named 
sales manager for the water system 
division which will be responsible for 
the sale of water systems and pumps. 
He has been with the firm since 1926 
in various sales positions and most 
recently as domestic sales manager. 


Phoenix Jobbers Honored 


PHOENIX — The Phoenix Hard- 
ware Company was honored recently 
by being named one of five charter 
members of the Huffy $100,000 Club 
by the Huffman Manufacturing Com- 
pany, manufacturers of Huffy mowers. 

The Phoenix firm was the only one 
in the 11 Western states to be given 
this special recognition for purchasing 
$100,000 or more of Huffy Mowers at 
jobber cost. Since 1952 Huffman has 
been honoring distributors who sold 
more than 1,000 units per year, but 
last year was the first time the firm 
made awards to dealers buying more 
than $100,000 worth of mowers. 


Murray Promotes Two in Sales 


In announcing a series of promo- 
tions, The Murray Ohio Manufactur- 
ing Company has announced that P. J. 
Milligan has been promoted to vice 
president and is now vice president 
and general sales manager. 

At the same time it was announced 
that W. C. Keyes had been promoted 
to assistant general sales manager. 
Both Mr. Mulligan and Mr. Keyes 
joined the firm following active ser- 
vice in World War II. 


Whirlpool Names Distributor 


Carter-Johnson, Inc., who recently 
acquired the business of Jerry Ach- 
tenhagen and Sons, Inc., San Diego, 
Calif., has been appointed distributor 
for the full line of RCA Whirlpool 
home appliances and Estate gas 
ranges of the Whirlpool Corp., in the 
San Diego area. Carter-Johnson was 
formerly an appliance distributor in 
Seattle. 


Porter-Cable Ups Patulski 


The Porter-Cable Machine Company 
of Syracuse, New York, appointed 
Mathew F. Patulski as product sales 
manager in the company’s Gasoline 
Powered Equipment Division. Mr. 
Patulski, formerly in charge of new 
product planning and development for 
Porter-Cable, has been with the com- 
pany seven years. 


Northern Wholesale Has Big Year 


The year of 1956 was the biggest 
in the history of Northern Wholesale 
Hardware Co., Portland, Ore. D. D. 
Foss, general manager and executive 
vice-president, reported this to over 
1000 Home Town Hardware dealers at 
Northern’s 35th annual convention 
and merchandise show held recently 
in Portland. 
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AN ACHIEVEMENT PLAQUE is 
being awarded to Morton B. Phillips, 
(left) president of M. Seller Co., 
charter member in Cosco’s $100,000 
Club, by Bob Huxtable, regional 
manager of Hamilton Manufacturing 
Corporation. The event took place 
recently in Mr. Phillips’ office in San 
Francisco to commemorate the firm’s 
purchase of more than $100,000 of 
Cosco products. 


Named 
Western 
Region 
Sales 
Manager 


n.W. 
Daniel 


3 


LOS ANGELES — R. W. (Bill) 
Daniel has been appointed Western 
region sales manager for Proctor 
Electric Company. 

Formerly Proctor’s Los Angeles 
district manager (since Feb. 1955), 
Mr. Daniel assumes the position va- 
cated by F. J. Davis when the latter 
became sales manager of Proctor’s 
Consumer Division with headquarters 
in Philadelphia. 


Delta Names New Dealer 


COMPTON, Calif. — Hazelton 
Wholesale Hardware, Southern Cali- 
fornia jobber of builder’s hardware, 
tools, and window screens, has recent- 
ly been made distributor for Delta 
Homecraft Power Tools. 

In order to acquaint their customers 
with the new line the Compton firm 
held a power tool show Jan. 21 and 
22, featuring the complete Delta 
Homecraft line along with the Skil 
Builder’s line and Wen power tools. 
All power tools were set up to oper- 
ate and working demonstrations were 
made by factory representatives and 
members of the Hazelton staff. 

Over a hundred hardware and lum- 
ber dealers attended the demonstra- 
tions during the two nights of the 
show. The manufacturers offered door 
prizes which were given away in 
drawings on each of the two nights. 
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Sell the line of x 


R-W TRACK and 
HANGERS 


FEATURES 


@ Bird proof 

@ Self-cleaning 

@ 4-wheel, center-hung 
hanger 

@ Exposed locking nut for 
quick, easy adjustment 


@ Weather proof 


construction 


R-W 36 Track and 423 Hangers, shown 
above, are favored by farmers everywhere 
for installation on the doors of their Barns, 
Cribs and Tool Sheds. R-W offers you a com- 
plete line of top-quality, time-tested tracks 
and hangers that sell on reputation... a line 
you can sell with the assurance of knowing 
your customer will be satisfied. R-W Track 
and Hangers will provide years of depend- 
able, trouble-free service for your customers 
and, best of all, greater sales volume and 
added profits for you. 


STUDDING SOCKETS 


Eliminate cost of sill... protects studding from 
rot and deterioration. Securely anchors studding 
and corner posts to concrete floor or foundations. 
Available in 2x4, 2x6, 2x8, 3x8 and 4x8 sizes. 


From track, hangers and hard- 
ware to the best line of electric 
door operators you can rely on 
R-W products to provide com- 
plete satisfaction. Sell the 
quality line... enjoy added 
profits. Write today -for your 
copy of Catalog A-91-LP. 


2323 W. Third Street 
Los Angeles 57, Calif. 
Phone Dunkirk 8-6173 


@ Rugged, heavy-duty 


@ Track and housing 
complete in one unit 




















ee 


) 
R-W offer a complete assortment of all types of 
hardware, including swing door hinges, flush pulls, 


bow handles, stay rollers, floor guides, bumpers, 
latches, hasps and door bolts. 


OF HARDWARE 


ichards-Wilcox | 


MANUFACTURING COMPANY 


A HANGER FOR ANY DOOR THAT SLIDES 


850 Van Ness Ave. 
San Francisco 10, Calif. 
Phone Mission 8-6700 


1160 Fairview No. 
Seattle 9, Washington 
Phone Main 3650 
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MAKE MINE 


KLEINS 





Linemen, electricians...men who 
know good tools... are satisfied only 
with the best. When it comes to pliers, 
they know the best is Klein’s—famous 
for quality ‘“‘since 1857.” 

For your top customers...those 
who appreciate the finest in tools... 
be sure your stock of Klein Pliers is 
adequate. 


This convenient display 
rests on your counter or 
hangs on the wall. It is 
strong and sturdy and 
carries a selection of the 
most popular Klein Pliers. 
Furnished FREE when 
ordered with pliers and 
handles to stock it. See 
your hardware distributor. 


Foreign Distributor 


International Standard Electric Corp. 
New York 


co KLEIN & Sons 


0 McCORMICK ROAD © CHICAGO 45. ILLINOIS 
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Hardware Manufacturers Meet 


Members of the American Hard- 
ware Manufacturers Association 
met jointly with the Southern 
Wholesale Hardware Association 
at Palm Beach, Florida, April 7-11. 

A joint session of both organiza- 
tions was held on Monday evening, 
April 8 which was called to order 
by president S. D. May of the 
Southern Association. Dr. Pierce 
Harris was the featured speaker. 

The other joint session of the 
convention was held on April 10. 
Dr. Leo Bogart, Director of Ac- 
count Research at McCann-Erick- 
son, Inc., in New York speaking on 
“Advertising and the Hardware 
Industry.” Theodore F. Koop, Di- 
rector of CBS News and Public 
Affairs Bureau in Washington 
spoke on “The Washington Cli- 
mate.” 


National Housewares Show 
To Celebrate 30th Year 


The National Housewares Manufac- 
turers Association Summer Show will 
be held in the Atlantic City Audito- 
rium July 8-12, almost 30 years after 
the concept of a national housewares 
show originated. The first national 
housewares show held in Chicago in 
January, 1928, housed 115 exhibitors. 
The Winter Show held at Navy Pier 
and adjacent Drill Hall this last 
January, filled every nook and cranny 


with 727 exhibitors showing 500 tons 
of housewares. 

The July Show will set new Sum- 
mer Show records with the number 
of exhibitors increasing to more than 
600. 


Air Heating & Air Conditioning 
Group to Meet in San Francisco 


SAN FRANCISCO—The Summer 
Convention of the National Warm 
Air Heating and Air Condition Asso- 
ciation will be held in San Francisco, 
June 5-6-7, at the Fairmont Hotel. 

The convention will be held under 
the joint sponsorship of the National 
Warm Air Heating and Air Condi- 
tioning Association, The Warm Air 
Heating Institute of Northern Cali- 
fornia, The Institute of Heating and 
Air Condition Industries of Southern 
California and the Portland Warm 
Air Heating and Air Conditioning 
Association. This marks the first time 
that this industry has held their con- 
vention on the West Coast. 


Summer Market Plans Made 
By L.A. Gift Show Group 


LOS ANGELES—tThe sub-commit- 
tee for the 45th California Gift Show 
held a buyers breakfast in March to 
make plans for the Summer Show 
which will be held July 21-26. 

Their particular plan was to devise 
a way to give money away to the 
approximately 1100 buyers who will 
attend the July 23rd Breakfast in the 
Cocoanut Grove. This will be done by 
giving door prizes of cash to a goodly 
cross-section of lucky buyers. 





SEATTLE POT & KETTLER’S HONORED FOR GOOD WORK 


A CITATION for 
their personal ser- 
vice to the King 
County Youth 
Center, was re- 
cently awarded to 
two members of 
the Seattle Pot 
and Kettle Club. 
George Miller 
Aleft) holds his 
citation as Carl 
Erickson, director 
of the Youth Cen- 
ter, presents Har- 
old Wolfe (right), 
president of the 
club, with his cita- 
tion. The Seattle 
club has been aid- 
ing the Youth Cen- 


ter for the past few years by collecting money, clothing, etc., to provide 
Christmas presents for the boys of the center, and extras when the youths are 


taken on trips and tours. 
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ONE GREAT LINE 
HAS EVERYTHING 
IT TAKES 


Housewares Club Active 
In Southern California 


LOS ANGELES—The Housewares | 
Club of Southern California met on 
March 19 at Lyman’s, here with Mike 
Srednik as Chairman. The guest 
speaker was Dr. A. Berran, Esquire, 
the Consul General of Israel, who 
spoke on the Israeli-Egyptian conflict. 

At this meeting a two-month mem- | 
bership campaign was launched. The 
Club which now has a total of 220 
members, has set a goal of 300 mem- | 
bers for 1957. The campaign will run 
until May 21. 

The member who brings in the most 


to speed up scale sales, 


to step up scale profits! 


only one nationally-advertised bath scale 


new members, will be presented with a 
large statuette inscribed “Best Sales- 
man.” The four runner-ups will also 


be presented with smaller inscribed | 


trophies. Presentation of the trophies 
will be made at the regular June 
meeting. In addition, all five winners 


and their wives will be hosted by the | 
Club officers and their wives in a spe- | 
cial box at one of the forthcoming Hol- | 


lywood Stars-Los Angeles Angels 
baseball game. 


Gift Show Breakfast Site Moved | 
LOS ANGELES—The 45th Califor- | 


nia Gift Show Buyers’ Breakfast will 
be held in the Cocoanut Grove of the 
Ambassador Hotel, July 23, during the 
California Gift Show which runs from 
July 21 through July 26. The Gift 


Show Committee, headed by Thomas | 
F. Hogen as chairman recently voted | 


to hold the traditional breakfast in 
the Biltmore Hotel every January and 
the Ambassador every July. The 
breakfast, one of the highlights of 
this market event, formerly was held 
at the Biltmore Bowl. 

Displays will be open in the Brack 
Shops, Merchandise Mart, and the 


Biltmore Hotel in addition to the Am- | 


offers high styling and guaranteed performance 
with economy pricing 


... It’s Counselor's Value Leader— 


just $6.95 


there’s only one bath scale with a 
lighted dial 


... It’s Counselor’s Star-Lite— 
just $9.95 


only one scale has utility handle, modern 
styling, plus price appeal 


... It’s Counselor’s Coronet Deluxe— 
just $8.95 


only one bath scale line has trim slim 
silhouette in all models 


... It’s Counselor, only 1%” high>C 


only one manufacturer offers a national 
consumer promotion this spring 


... It’s Counselor 


Any consumer buying any model 
Counselor bath scale is entitled 
to save $3.00 on regular $5.95 
Dixie Craft bath mat and cover. 








bassador, during this semi-annual 
event. The Gift Shows are sponsored 
by Trade Shows Ltd., Los Angeles. 





/ 
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FOR EVERTHING YOU NEED 
IN BATH SCALES, IT’S 


CouNSELor 


SEE YOUR JOBBER OR WRITE 
The Brearley Company, Rockord, Ill. 
World's Largest Producer of Bath Scales 
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YOU PUT THEM ON 
THE COUNTER.... 
WE DO THE REST! 


SILVER 
LAKE 


OFFERS... 


MORE Quality! 


Designed-to- 
MORE sell packaging! 


National 
MORE Advertising! 


RESULT? 
MORE Satisfied 


Customers 


STOCK ° pisPLas 


— oa 
These 3 sales leaders 





SILVER LAKE 


The quality clotheslines and cords of 
many uses 


SILVER LAKE CO. 


ESTA SHEL 8 


\ Good Housekeeping } THE FIRST MANUFACTURERS OF 
ey ry RO . 


RAIDED <¢ 
“5 aovransxd § silva 


N AMERICA 


MA 
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143—TONY SELLS TOYS ... Shown 
above is a miniature pool designed to 
fit on a counter. The 17 inch model is 
an exact replica of the firm’s Koro- 
seal rigid-wall pools which this year 
range in size from 50 inches to 22 
feet. Comes with four color display 
card.—The B. F. Goodrich Co. 


144—LIKE FATHER, LIKE... son 
or daughter. In this case a little girl 
is shown with her, “just like Daddy’s,” 
replica of a power lawn mower. Fol- 
lowing the long-time toy tradition of 
miniature models, this item is also 
useful as a promotion gimmick.— 
Jacobsen Manufacturing Co. 


145—TOYS - TOYS- TOYS ... This 
manufacturer is introducing a com- 
plete new line of 37 quality toy items 
for 1957. Theme of the new line is 
“Fun To Grow On.” Three points are 
emphasized —they are durable, de- 
lightful and will aid in the develop- 
ment of the child.—C. W. Doepke Mfg. 
Co. 


TOY NEW PRODUCTS 





146—LIKE A DREAM for any little 
girl, is this collection of wonderful 
dolls. With jointed arms and legs, 
movable heads and soft colorful fea- 
tures, these dolls are excellent outlets 
for young emotions and aids to devel- 
oping imaginations.—Sun Rubber Co. 





147—PAINLESS LEARNING is of- 
fered to youngsters by this latest 
edition of the popular Map Puzzle of 
the United States. The large, 63 
piece puzzle is in full-color and is 
backed on sturdy board for durability. 
Die-cut exactly along state lines.— 
Rand McNally & Co. 


148—GOOD SKATES .. . look even 
better when displayed on this new 
all-metal roller-skate display. Offered 
on a no-charge basis to dealers by the 
skate manufacturer, the display is 
designed in yellow, black, and red for 
maximum attention catching value.— 
Olin Mathieson Chemical Corporation 
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Builders Hardware Conference ath eee WEEK | 


To Be Held In Victoria | = p \ ’ Hy Me at meee: 
SEATTLE—The Twelfth Annual { lt | ONES peRicty 

Builders Hardware Conference will aR —s P—— 

be held at Victoria, B. C., Canada on | i 

May 26 through the 28th. It is being 

sponsored by the Northwest Builders 


Hardware group, made up of mem- a a 
bers of the various builders hardware 3 67 Mi illion Messa es e 
clubs, and the National Builders 


Hardware Association, and the Amer- 


=taadisamiiema CLINTON ENGINES To Your 


Besides the members of these Clubs, 
many manufacturers around the na- 


tion will also attend. The headquar- C i sto m e rs D u ri n g T h e 


ters hotel will be the Empress. 


According to plans, many of those 
attending will leave Seattle on Sun- ex on s 
day, May 26 at 8:00 P.M., and will 


go to Victoria on a Canadian Pacific 
steamship. 





Himalayan Names Alaskan Rep. SHOULDN’T YOU BE FEATURING 
COOPER LANDING, Alaska — H. 


W. Johnson has been named manu- THE GASOLINE POWERED 


facturer’s representative for the Him- 


alayan Pak Company, it has been an- EQUIPMENT WITH THE ENGINE 


nounced by Richard Mack, president | FOLKS ARE MORE FAMILIAR WITH 
of the Monterey, California firm. 


Johnson will represent Himalayan 
Pak throughout Alaska and will han- 
dle the sporting goods line manufac- 


tured by the company, including the MILLIONS WILL SEE THE 
Assault Pak, Porter Pak, Scout Pak, CLINTON NAME IN AMERICA’S 


Ruck Sack, Yellowstone and Yosemite 


Knapsacks, Sport-Rest Chair and the LARGEST FARULY: WeEnires 


Crew Seat. Every major magazine with a million circulation or 
more will carry Clinton advertising. Prospects for 
} “ : gasoline powered equipment will read about and 
Maker Tops 21 Million - . S be sold on Clinton Engines. You can tie in with 
¥ ae this history-making effort. Send the coupon below 

and find out how. 


36% CITIES WILL CARRY 
| CLINTON ADVERTISING 
LOCALLY TO MORE MILLIONS 
This is advertising right in your local newspaper— 
right in your own neighborhood. Clinton is using 
both national and local impact to sell the gasoline 
powered equipment you feature. 





Clinton has a big schedule of Clinton Machine Company 
advertising in the leading construction, Engine Division, Dept. A-7 
transportation and maintenance Maquoketa, lowa 
publications. Big space advertising 
is aimed directly at local businessmen Send me complete facts about the Clinton Engine promo- 
in your area who buy and use tion and what Clinton is going to do in my area to promote 
gasoline powered equipment. the sale of gasoline powered equipment 

“LITTLE BROWN JUG HOW I : 
LOVE THEE?” is probably the theme ; 
song of J. L. Hemp, Jr., vice president CLINTON > Firm Name 
and general manager of Hemp and a Address 
Co., as he takes the reported 21 
millionth “Little Brown Jug” from 
the production line. The company has 
produced various metal products for 


pene gpcamyeedl eprom Biggest Promotion in Gasoline Engine History 


about 30 years. 


Name 











City 
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Wright Saw Names Distributors 


Wright Power Saw, a division of 
Thomas Industries Inc., has an- 
nounced appointment of two Western 
distributors. 

Midland Implement Company, Bill- 
ings, will handle sales and service the 
states of Montana and Northern 
Wyoming. 

Sales and service in Oregon, Wash- 
ington and Northern Idaho will be 
handled by Rankin Equipment Com- 
pany, Yakima, Wash. 


Stim-U-Plant Names Frank Law 


SAN MATEO, Calif—Frank A. 
Law has been appointed sales repre- 
sentative for the full line of home 
garden aids manufactured by Stim- 
U-Plant Laboratories, Inc. Mr. Law, 
whose offices are located at 214 Thir- 
tieth Ave., San Mateo, will cover the 
Northern California market. 


Campbell Named S.M. 


In a recent release from O. Ames 
Company the appointment of Mr. 
James Campbell as “assistant-sales 
manager” was incorrectly announced. 
Actually Mr. Campbell has been 
named sales manager of the tool divi- 
sion of the Ames Company. 


C.F.&1. Expands 


PUEBLO, Colorado—The Colorado 
Fuel and Iron Corporation has com- 
pleted a new open hearth furnace at 
its steel plant here. Along with other 
improvements, the annual rated steel 
capacity of the plant has been in- 
creased from 1,485,000 to 1,800,000. 
The new No. 17 furnace has a capac- 
ity of 230 tons per heat. Improve- 
ments were also made to the other 16 
furnaces. 


Behr-Manning Ups Merrill 


Henry R. Merrill, since 1955 general 
sales manager of Behr-Manning Co., 
a division of Norton Company, has 
been appointed vice president in 
charge of sales. Mr. Merrill, who 
joined the firm in 1930, has been a 
director of the coated abrasives and 
pressure-sensitive tape manufacturing 
firm since 1954. 


Glamorene Names Johnson 


PORTLAND—Paul E. Johnson has 
been appointed housewares represent- 
ative by Glamorene, Inc., for Wash- 
ing and Oregon. Mr. Johnson replaces 
Harold Smith who will continue to 
represent the firm in another field in 
the same territory. 





CONTROLLED 
APPLICATOR 
FOR LIQUID 


'SPRAYER 


There’s nothing else to buy ... you make 

more money ... your customers will be 

glad you sell or rent Jackson Lawn 

Sprayers! They can’t make a mistake in 

spreading liquid chemicals because one 

gallon automatically covers 3,000 sq. ft. re- 

gardless of how fast the patented Jackson Lawn 

Spreader is pushed. Loaded with features: 34% gal. 

tank, non-corrosive pump, 5 ft.-wide non-mist spray, 

non-corrosive nylon bearings, baked automotive fin- 
ish, non-flex handle. 





¢ Fertilizer 
¢ Insecticides 
¢ Weed Killers / 





2-in-1 SPREADER-CART 
con 


with non-corrosive nylon bearings 


Completely redesigned to the point of 
perfection! 13 positive adjustments for 
spreading seed, fertilizer, etc., plus 
“Slots-in-Hopper” for spreading peat 
moss, etc. Spreader device is non-corro- 
sive, oscillator minimizes “bridging” of 
lime. Rugged yet beautiful cart has sen- 
sible flat bottom, 4 cu. ft. capacity, 
Puncture-proof tires, baked automotive 


I XoTalehcolatitiaiale GoM Mialeldariol'ige i com 
finish, and it’s cartoned fully assembled ! 


Oldest and largest wheelbarrow maker in America 
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Builds New Colorado Plant 


SALT LAKE CITY—The Salt Lake 
Hardware Co., Salt Lake City, will 
build a three-story, $737,000 general 
warehouse building in Grand Junction, 
Colo., according to Charles L. Wheeler, 
president. 

The building, on which construction 
is scheduled to start “immediately,” 
will be leased to the hardware firm by 
Bauer Holding & Investment Co., its 
wholly-owned subsidiary. 

Mr. Wheeler, also president of the 
investment company, announced the 
plan with Bauer’s vice president 
Howard W. Price. 

The all-concrete warehouse will pro- 
vide 119,500 square feet of usable 
floor space, and will be attached to a 
newly completed steel warehouse to 
give the company more than 152,000 
square feet of total warehouse and 
office area. 


J. B. Sherr Co. Holds 
“Junior” Housewares Show 


SAN FRANCISCO—The J. B. Sherr 
Co., Northern and Central California 
housewares jobber scored a large hit 
with their novel spring open house, 
held March 3, and billed as “A Junior 
Edition of the Chicago Housewares 
Show,” which attracted an estimated 
300 buyers and representatives. 

The showing was built around the 
great variety of new items that the 
firm’s buyer had purchased at the 
Chicago show in January. Further 
carrying out the Chicago Navy Pier 
idea, booths were set up by 24 local 
manufacturer’s representatives. ‘The 
booths were in addition to the firm’s 
own 1,000 square foot showroom. 

The company reported that buyers 
were greatly pleased with the new 
co-op advertising arrangements on 
major lines through the jobber. 


Thomas Industries Name 
Two For the Coast 


LOS ANGELES—According to an 
announcement by A. O. Grotenhuis, 
Western sales manager of lighting fix- 
ture division of Thomas Industries, 
Inc., two men have been appointed 
to work out of the Western Division 
offices in Northern California and the 
Pacific Northwest territories. 

Kenneth D. Cummings, formerly 
working out of San Francisco, has 
been named as Pacific Northwest 
Representative covering Oregon, 
Washington and portions of Idaho and 
Montana. He will headquarter in 
Seattle. He has been with the com- 
pany seven years. 

Donald R. Watson, 2480 Eucalyptus 
Way, San Bruno, will cover the North- 
ern California territory from Fresno 
north to Oregon Border plus Northern 
Nevada. He formerly served many 
years in the hardware and appliance 
businesses in Northern California. 

The firm manufactures Moe Light 
and Star Light lighting fixtures. 


HARDWARE WORLD 





Central States Elect 


The Central States Hardware Club 
recently held its Nineteenth Annual 
Meeting and Dinner Party in the La 
Salle Hotel, Chicago, with 290 mem- 
bers and guests present, at which 
time the following officers and board 
members were elected: 

President—Frank M. Hagerty; vice 
president—John F. Gallagher, E-Z 
Paintr Corp.; and secretary-treasurer 
—Ben Leve, The Carborundum Com- 
pany. 

Clarence T. Gilchrist, The Ameri- 
can Steel & Wire Division, United 
States Steel Corporation, was elected 
chairman of the board of directors. 
Other board members elected were: 
Robert P. Melius, Skil Corporation; 
Clifford A. Mesler, Buffalo-Eclipse 
Corporation; and James R. Mohr, The 
American Steel & Wire Division, 
United States Steel Corporation. Will 
J. Feddery, Hardware Age, was 
named chairman of the Advisory Com- 
mittee. 


Western Re-Elects Poole 


PHOENIX—Arnold E. Poole was 
re-elected president of Western Hard- 
ware Company at the conclusion of 
the organization’s recent two-day con- 
vention and show held in Phoenix. 

Other officers elected were: vice 
president—Walter J. Spring, Spring 
Hardware & Supply, Tucson; secre- 
tary—Charles P. Brice, Peoria Hard- 
ware and Tractor Co., Peoria, Ariz.; 
and treasurer—Rodney Crow, Crow 
Lumber Co., Phoenix. Directors 
elected were: W. C. Banks, Superior; 
Clem Christesen, Phoenix; Arthur 
Sine, Glendale; Calvin Pruett, Wins- 
low; Rae Hinton, Tucson; and Weldon 
C. Malloy, Safford. 


Western Summer Market 
Plans Set 


SAN FRANCISCO — A. Cameron 
Ball, Mart general manager, has an- 
nounced that the Western Summer 
Market at the Western Merchandise 
Mart in San Francisco will be held 
July 22-26. 

Gift, toy and housewares exhibitors 
located on the second, fourth, fifth 
and ninth floors of the Western Mer- 
chandise Mart will participate in the 
Western Gift, Toy and Housewares 
Show from Sunday, August 4 thru 
Wednesday, August 7. This special 
showing in the Mart will be held con- 
currently with the show at the San 
Francisco Civic Auditorium, Sheraton- 
Palace and Sir Francis Drake Hotels. 


Taylor Adopts Decimal Packing 


The S. G. Taylor Chain Company, 
Inc., has announced the adoption of 
the decimal system in pricing and 
packing of firm’s chain. All Taylor 
Chain literature and price lists now 
show quantities in multiples of five 
or ten items instead of the customary 
per dozen or per gross. 
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NEW 


TAYLOR CHAIN 
SALES MAKER 


with chain cutter 


rolls up fast, 
profitable self- 


service sales! 


Chain sales are virtually automatic 
from the Taylor Chain Sales Maker. 
Customers step right up and help them- 
selves to any of seven types and 

sizes of weldless, sash or bright chain. 
That’s why wholesalers and dealers 
alike say it’s a self-service chain depart- 
ment in itself —the most profitable 

two square feet of floor space in their 
store. Put a Taylor Chain Sales Maker 
to work in your store and see for 
yourself what it will do for you! 


eeeeeeeeeseeseeeeeeeeeeeeeeeseoees ecoeeeeees 


TAYLOR CHAIN 
maintains a complete line of all types of chain 
fittings and attachments 


a) <Clevis Grab Hooks =~ 8 
: Drop forged, carbon NS ex 5 
@) steel clevis grab -— - 
‘ : slip hooks. Available P 2 
in six sizes. Finish — Repair and Lap Links 
self-colored. = T ; og 
' welve sizes. Finish — bright. 


(zg. . 
mast © Cold Shuts a)li tai 
egu ar Far repairing Coil Chain r } * 
Grab Hooks > Use one size larger than tae 
5 P 4 b chain itself. Nine sizes. Ms 

rop forged, carbon rw A . . 
oe —_ re ge Finish — self-colored. Connecting Links 
hooks. Available in For connecting and repairing. 
nine sizes. Finish— Stronger than Proof Coil.13 sizes. 
self-colored. Seif-colored or hot galvanized. 


S. G. TAYLOR CHAIN COMPANY PF the 
Plants in Hammond, Indiana; ) 
Pittsburgh, Pennsylvania AY LO " A f 
A GREAT NAME IN 


Contact your nearest . 
jobber for all types of... | We, SINCE 1873 
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“ARMCO WELDED STEEL TUB- 
ING,” manual Armco Steel Corpora- 
tion, describes tubing formed from 
zine-coated, aluminum-coated, hot 
rolled and cold rolled steels. Sections 
on pressure tested tubing, fabricated 
parts, structural advantages and 
sales features are also included in the 
16-page, highly illustrated brochure. 

For Details Circle 200 on INQUIRY CARD 


“STANLEY NEWS” is a periodic 
publication from the Stanley Works of 
New Britain, Connecticut, containing 
descriptions of new products and de- 
velopments by the firm and additional 
information concerning the tool in- 
dustry in general. 

For Details Circle 201 on INQUIRY CARD 


“HINGE SELECTOR” which sim- 
plifies the selection of hinge types 
for specific door and frame construc- 
tion is being offered to architects and 
builders hardware industry by Stan- 
ley Hardware. Four-card Selector is 
4x9 inches and spiral bound. Third 
and fourth cards employ enclosed 
slide-rule which indicates type hinge 
to be used. 

For Details Circle 202 on INQUIRY CARD 


“COLUMBIAN LEVELS” are de- 
scribed in a catalog insert page 
offered by Columbian Vise & Mfg. Co. 
Prepared with jobbers recommenda- 
tions, the page is illustrated with line 
sketches suitable for offset repro- 
duction. 

For Details Circle 203 on INQUIRY CARD 


“HOW TO SHIP MORE ECONOM- 
ICALLY IN CORRUGATED BOXES” 
is the title of the latest in the “Little 
Packaging Library” series offered by 
Hinde & Dauch. 20-page booklet 
offers many ideas on the improvement 
of packaging and shipping economy, 
through the use of corrugated boxes. 

For Details Circle 204 on INQUIRY CARD 
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“MOTION PICTURES” prepared 
and distributed by United States 
Steel are described in a 25-page bro- 
chure offered by the company. In 
addition to covering films offered on 
the USS free-loan plan, the booklet 
gives details of film and projector 
care and qualifications for film users. 

For Details Circle 205 on INQUIRY CARD 


“MORE FUN OUTDOORS BOOK” 
is an interesting well prepared book 
which serves as a sampling of out- 
door living aimed at every possible 
interest and taste to excite the 
imagination and stimulate activity 
(and, incidentally, to sell the prod- 
ucts of the Coleman Company, who 
offer the booklet free to those inter- 
ested). Many helpful hints, camping 
tips, recipes, etc. 

For Details Circle 206 on INQUIRY CARD 
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W. L. STOCKWELL & CO. 





PAINTER AND DECORATOR 
SUPPLIES are shown in a lavishly 
illustrated and handsomely printed 
catalog from W. L. Stockwell & Co. 
16 pages show all individual packages, 
merchandising display units and com- 
bination offers offered by the 25-year 
old suppliers of decorator items. 

For Details Circle 207 on INQUIRY CARD 


“AUTOMOTIVE AND SPECIALTY 
HARDWARE” manufactured by 
Stewart-Warner in their new Chicago 
plant is described in 16-page brochure 
which also gives details of the recent 
move to the Chicago location. Shown 
are standard units, adaptable to a 
wide variety of applications. 

For Details Circle 208 on INQUIRY CARD 


“STONCO FLOODLIGHTING CAT- 
ALOG” illustrates the makers entire 
cast aluminum floodlighting line in 
48 pages. A section on the complete 
new “Homelight” line for garden and 
residential use has been included. 

For Details Circle 209 on INQUIRY CARD 


“FLUORESCENT LIGHTING 
GUIDE BOOK” has been prepared by 
Sylvania Electric Products, Inc., for 
commercial and industrial users of 
fluorescent lamps. 22 page brochure 
features sections on general advan- 
tages of fluorescent lighting, its de- 
velopment and chapters on each of the 
lamp types, starters, lampholders, 
ballasts and special lamps. 

For Details Circle 210 on INQUIRY CARD 


“ASSURED COMFORT HOME 
HEATERS” manufactured by the 
Quaker Company, are nicely described 
in a well illustrated brochure. 1957 
line has been thoroughly re-designed 
for greater comfort at lower fuel 
costs. 

For Details Circle 211 on INQUIRY CARD 


“A GUIDE TO BETTER CLO- 
SURES” is offered by Acme Steel 
Co. to users of fibreboard boxes and 
packages. The 16-page 2-color bro- 
chure is intended as a guide for the 
evaluation of current methods and as 
an aid to stepping up production in 
the closure of fibreboard boxes. 

For Details Circle 212 on INQUIRY CARD 
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“FIREPLACE FORMS” made by 
Bennett-Ireland, Inc. described in de- 
tail along with practical directions to 
the mason on foundation size, width of 
opening, air ducts, glass wool pack- 
ing and other details of fireplace 
building. 


For Details Circle 213 on INQUIRY CARD 


“COLUMBIA BICYCLE CYCLO- 
RAMA” 16-page catalog covers the 
Columbia bicycle line for 1957. Fea- 
tured in the catalog are the two new 
colors for the season, Indian Bronze 
and Mint Green. 


For Details Circle 214 on INQUIRY CARD 


“MULTIPLE WIRING CATALOG” 
offered by A. H. Massey, Inc. on the 
Pierceway line of wiring systems 
gives all details on 68 types of feed 
units, outlet sections and_ special 
fixtures that make the line extremely 
flexible and suitable for a wide va- 
riety of usages. 


For Details Circle 215 on INQUIRY CARD 


“QUALITY CORD SETS” titles the 
latest catalog from Royal Electric 
Corp. which contains details on the 
company’s lines of electric products. 
Well illustrated with full information 
and specifications. 


For Details Circle 216 on INQUIRY CARD 


“ORNAMENTAL GATE HARD- 
WARE” is a 4-page brochure by 
Arrowsmith Tool & Die Corp. de- 
scribing their line of decorative 
hinges for various types of gates. 


For Details Circle 217 on INQUIRY CARD 


“MARINE AND INDUSTRIAL 
HARDWARE?” is described in a 24- 
page brochure from BTC (Brewer- 
Titchener Corp.). Details of the 
makers line of heavy duty hardware 
are furnished along with complete 
specifications. 


For Details Circle 218 on INQUIRY CARD 


“PROFIT MAKERS” in the form 
of envelope stuffers illustrating the 
Grote line of bathroom accessories 
are available from Grote Manufac- 
turing Co. Designed for use with 
monthly billings and mailing lists the 
two color folders are well illustrated 
and highly descriptive. 


For Details Circle 219 on INQUIRY CARD 


“YOUR NEW CATALOG OF 
BAITS” is offered by the Fred Arbo- 
gast Co. on their 1957 line of spin- 
ning, bait casting and fly rod lures, 
plugs, ete. Beautifully illustrated in 
full color the 16 page brochure pre- 
sents documentary evidence of the 
“catch-power” of the firm’s products. 


For Details Circle 220 on INQUIRY CARD 
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“SPORTING FIREARMS, AM- 
MUNITION, TRAPS AND TRA- 
GETS” is a 24-page brochure from 
Remington division of Dupont cover- 
ing their lines of equipment for the 
hunter and target rifleman. Com- 
pletely illustrated booklet gives com- 
plete specifications on rifles and am- 
munition. 


For Details Circle 221 on INQUIRY CARD 


“SPRING LINE CATALOG” is 
offered by Sun Rubber Company de- 
scribing their complete line of char- 
acter dolls, toys, play balls etc. Well 
laid out catalog is thoroughly illus- 
strated. 

For Details Circle 222 on INQUIRY CARD 


“CATALOG SUPPLEMENT 
PAGES” from Hauck Manufacturing 
Co. describe their 1957 additions to 
the oil burner and oil heater lines, 
including details on capacities, dimen- 
sions etc. 


For Details Circle 223 on INQUIRY CARD 


“PRESENTING SPORT SETS” is 
a 24-page full color illustrated catalog 
which details the 1957 Withington line 
on junior and toy sporting equipment. 
Included are junior archery sets, cro- 
quet sets, ski skates and toboggans. 


For Details Circle 224 on INQUIRY CARD 


BOOKS—For Sale or Resale—— 


“MANUFACTURING METHODS 
AND PROCESSES” is the title of a 
new book offered by Chilton Publica- 
tions to answer the need of executives, 
purchasing agents, engineers, produc- 
tion men and educators for a complete 
and over-all picture of manufacturing 
trends. Arthur C. Ansley, manufac- 
turer, engineer and lecturer has writ- 
ten the book which for the first time 
offers industry a one-volume summary 
of production. 561 pages—788 illustra- 
tions—$12.50. 

For Details Circle 225 on INQUIRY CARD 


“BLUE BOOK OF AIR CONDI- 
TIONING” for 1957, carries specifica- 
tions, list prices and trade-in values 
on room air conditioners. 1500 models 
for 1946 through 1957, produced by 
46 manufacturers are represented. In- 
formative articles, charts and graphs 
will again be featured in this second 
year of publication. Single copies are 
offered at $5.00. 

For Details Circle 226 on INQUIRY CARD 


“ORTHO GARDEN BOOK” is a 
32-page booklet designed to retail in 
garden supply stores at 15¢. Amply 
illustrated and filled with directions 
for planting and care of plants and 
trees. Booklet also contains a pest- 
control calendar which tells when to 
spray. 

For Details Circle 227 on INQUIRY CARD 








FOR YOUR PROTECTION... 


Look at the stamp 


on the cap 





SCREW 
PICKS UP 





\ 
+) OTHERS FAIL 


J (see illustration). 


So be sure to sell genuine 
Molly. For your protection, 
the name is stamped on 
the cap. 

















IF IT ISN’T MOLLY IT CAN’T BE USED 
BESIDE A STUD OR ON MANY WALLS 


Molly screw anchors have 
imitated but not 
equalled .. . only Molly can 
be used beside a stud and on 
many walls because of un- 
even wall backs. 


Molly’s patented spider back- 
ing bends and forms to keep 
the nut in line so it can be 
picked up by the screw when 
attaching a fixture. Not so 
with other Molly-type fasten- 
ers because rigid ribbed wings 
throw the nut out of line 


been 


ALWAYS SELL GENUINE 


SCREW 
ANCHORS 


CORP. @ READING, PA. 
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LOOKING over a query from a merchant about his re- 
demption center system, Mr. Wilmot, of Wilmot Hdw., 
plan» to select an answer from the mimeographed sheets 


kept in this file at his left. 


Capitalizes on 


AUL D. WILMOT, president 

of Wilmot Hardware Co. in 
Roswell, N. M., reports: “In 
1955 we considered that the 
stamp portion of our business 
was plus $10,000. To arrive at 
this figure we used what the 
stamps cost us that we gave 
away, plus the cost of merchan- 
dise we put out by redemption. 
However, there is another fac- 
tor which I have no record of, 
which is the extra money spent 
at the time the books are re- 
deemed. I would say that at 
least 75 percent of our redemp- 
tion sales are of this kind.” 

The added gross volume for 


62 


HOUSEWARE buyer, Mrs. Hawkins, exchanges a cus- 
tomer’s coupon book for a piece of merchandise of equiva- 
lent value. If an item exceeds the value of a coupon book, 


the customer often pays the difference in cash. 


Stamp Plan 


New Mexico Retailer Operates 


Stamp-Redemption Center and 
Makes Additional $10,000 Profit 


1957 due to stamps is expected 
to be as large as in 1956 or 
larger. 

Mr. Wilmot further points out 
since the store began redeeming 
stamps the small appliance sales 
have increased. He states that 
his studies of information avail- 
able to him show that most 
stores have experienced a drop 
in sales of this type. 

Wilmot’s has added a number 
of new lines to their stock for 
redemption, resulting in extra 
traffic and many new customers, 
plus the sale by redemption of 
these new lines, such a towels, 
sheets, pillow cases, and similar 


small items. Mr. Wilmot’s opin- 
ion of the value of stamps to his 
firm is: “It is my opinion that 
the stamp plan we have has 
more than paid it’s way and 
helped us to maintain the vol- 
ume we have.” 

At the request of Mr. Wilmot 
the Credit Bureau of Roswell 
made a survey which showed 
81% of approximately 6000 in- 
terviewed were saving trading 
stamps in Roswell. Mr. Wilmot 
says: “Instead of trying to buck 
’em we joined ’em. But we do 
it so that we can participate in 
all the value, including the re- 
demption. The stamp used is not 
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TRADING STAMP PLAN is a very controversial subject. Many 
dealers are forced to adopt such plans to meet competition. 

There is no doubt that the public accepts such a program as 
it would accept any kind of a discount plan. However, the value 
of stamps in attracting new business is still not definitely proved. 
According to the U. S. Department of Agriculture Marketing 
Research Report No. 147, a study in Denver, where the super 
markets really ran the gauntlet on stamps, showed that only 
2.6 percent of those interviewed gave stamps as their reason for 


patronizing a store. 


of stamp plans. 





The advertising agency, Batten, Barton, Durstine & Osborn, Inc., 
made a study in a county in New York and found that 76 percent 
said they did not switch to different merchants to take advantage 


This article shows a different approach to the problem made 
by an enterprising dealer who gives and takes.—Editor 








a nationally distributed stamp.” 

About 15 merchants in the 
area give the same stamps. 

The profit for the store is the 
profit made in the merchandise 
in redeeming the stamps. This 
profit, points out Wilmot, stays 
in town. Wilmot Hardware gives 
a $2.50 trade-in on any mer- 
chandise on the store on a filled 
book. Experience shows that 
women use books in buying 
Christmas toys and gifts as 
shown by the figures for Decem- 
ber of 1954 and 1955 and 1956. 
This store redeemed $12,500 
each December of these years. 

Additional volume is created 
for the store because the cus- 
tomer pays money in excess of 
the value of the book. It is a 
plus business. Another value is 
that Wimot’s is the only redemp- 
tion center in Roswell. It can- 
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“That's correct, $50.00 for your 
old mower on a new one." 
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not be opened elsewhere in town. 

A “Stamps For Shoppers” 
program is conducted on the 
local radio station. This is held 
each morning. A phone call is 
made and if the person answer- 
ing correctly answers the ques- 
tion asked over KBIM, a prize is 
awarded. A tremendous interest 
has been built in the program 


x Fetes x 


and excellent listener response 
recorded. Four firms sponsor 
the program from 11-12 a.m. 
Mr. Wilmot considers stamps 
a trend of buying and an oppor- 
tunity for hardware merchants 
to take advantage of the “fad” 
and get a tangible result out of 
it. A premium stamp promotion 
is held once a month. An illus- 
tration is an item selling for 
$3.00 that is offered for one 
book. Merchandise is bought es- 
pecially for this promotion. An 
excellent response is chalked up 
in black figures on the cash reg- 
ister due to this promotion. 
Numerous queries from hard- 
ware and other dealers has led 
Mr. Wilmot to prepare a file to 
answer their question — “What 
does a redemption center in- 
volve?” He mails out this pre- 
pared folder, giving information 
compiled on the store’s experi- 
ence with a redemption center. 
This dealer states the store gets 
a lot of customers it would not 
get otherwise due to the setup. 
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Bright! Colorful! New! 


. BONUS BASKET 


| of 72 "BIG" Fast-Selling 


+ Screwdrivers 


12 each of Fuller's brightly 


colored Advance Bran 


du extra heavy 
: a te. electrician 
and. cabinet screwdrivers 


for slotted screws 


to retail 


i ach, 3 for 79c¢ 
B for = ayy FREE neoprene 
‘resaleable basket that is 
By a sure sales "catcher". 


Value? $21.88. Co: 
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$13.92. Markup? A huge 57%! 
¢ BONUS BASKET 
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NEWS 


Arvey Names Weiss 
As They Buy Sol-O-Lite 


The Arvey Corporation of Chicago 
announced recently that the firm had 
purchased the business and assets of 
Sol-O-Lite Laminating Corporation of 
Chicago. 

At the same time it was announced 
that A. J. Weiss, who joined the Arvey 
organization recently, has been ap- 
pointed sales manager of the R-V-Lite 
Division to replace the late E. G. 
Palaith, Mr. Weiss was formerly 
associated with City Products Corpo- 
ration. Roger R. Miller, who has been 
with Arvey since 1954, will be as- 
sistant sales manager of the division. 

The former owners of Sol-O-Lite, 
Mr. and Mrs. Edward Warp, will join 
Arvey as sales and merchandising 
counselors. 


Earle Names Mt. States Rep. 


DENVER—The Edward C. Swan 
Company, 723 Dahlia Street, has been 
named manufacturer’s agents to han- 
dle the Earle line of locks, latches and 
period hardware manufactured by 
Earle Hardware Manufacturing Com- 
pany. 

The Swan firm will represent Earle 
in Montana, Idaho, Wyoming, Colo- 
rado, Utah and New Mexico. 


DeVan-Johnson Names Firm 


SEATTLE—Owen-Brink Co., 1006 
Lowman Bldg., Seattle, Wash., has 
been named sales agent for Mak-A- 
Key machine key stock by DeVan- 
Johnson Co., Aurora, Ill. The com- 
pany’s territory includes the states of 
Washington and Oregon, plus Idaho 
north of and including Boise and the 
province of British Columbia. 


Seattle Post for Bullock 


SEATTLE—Howard H. Bullock has 
been appointed manager of user in- 
dustries sales for the Pacific North- 
west district of General Electric’s ap- 
paratus sales division. Mr. Bullock 
was most recently firm’s manager of 
sales for the Pacific Southwest district 
with headquarters in Los Angeles. For 
nine years prior to that he was man- 
ager of firm’s apparatus sales divi- 
sion, Phoenix. 


Son Takes Over Norris Store 


PACIFIC PALISADES, Calif.— 
Robert E. Norris, longest established 
merchant in Pacific Palisades, has en- 
tered semi-retirement and turned over 
the Norris Hardware Store at 1032 
Swarthmore Street to his son, Charles 
Norris. The elder Norris does, how- 
ever, plan to be in the store part- 
time and assist in its operation. Mr. 
Norris opened his first business, a 
plumbing shop, in the town in 1922. 





rolantals 
best in 


SPRING 
HINGES 


a trademark 


Since 1876 


BOMMER 


DOOR HOLDERS 


# 1600—Planished Steel 
(Gov't. type 1151) 


+ 1610—Brass or Bronze Metal 
(Gov't. type 1151 A) 


Another example of quality archi- 
tectural hardware from Bommer, this 
door holder is the best, strongest and 
most ingenious of its type. 


Specify Bommer and be assured of 
prompt delivery and the _ highest 
standards of quality. 


PRING HINGE CO. INC. 


Executive Office and Plant: Landrum, S. C. 


Write for full descriptive sheet 


Mark your calendar NOW for the N BH E 
September 22-25, Hilton, Chicago, Booth 70 
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Pauly Joins Berenson as They 
Add Wholesale Housewares 


PORTLAND—Hoy Pauly, who has 
had over 30 years’ experience as tool 
and houseware buyer for many whole- 
sale hardware firms, has joined Beren- 
son Hardware Company as the man- 
ager of their purchasing department. 

At the same time the Berenson firm 
announced that they are planning to 
expand their tool departments and 
open a housewares department. 


Allied Western Ups Maier 


SAN FRANCISCO—Allied Western 
Distributors, Inc., the wholesale “Gifts 
’n Gadgets” house, has announced the 
appointment of H. George Maier as 
assistant to the president, William T. 
Brantman. Mr. Maier will also serve 
on the executive committee of the 
company. 

Prior to joining the firm in 1956, 
Mr. Maier was associated with the 
Dohrmann Commercial Company for 
ten years. 


Ott's Name Dept. Manager 


SANTA BARBARA, Calif.—Ernest 
L. Thompson has been named man- 
ager of the general hardware depart- 
ment of Ott’s Hardware according to 
Graham George, firm’s general man- 
ager and secretary. Mr. Thompson, 
who has been associated with Ott’s 
since his arrival in Santa Barbara 
four years ago, is a native of Wis- 
consin, where he and his father owned 
the Thompson Hardware Co. of Kau 
Clair. 


Graybar Takes On Sure-Set 


Graybar Electric Co., Inc., has been 
named a distributor for Sure-Set 
fastening tools manufactured by Ram- 
set Fastening System, a division of 
Olin Mathieson Chemical Corporation. 
The new hammer-powered tool which 
makes fastening into concrete and 
steel easier for electricians, plumbers, 
carpenters, and other craftsmen, will 
be available to Western dealers 
through Graybar’s Western ware- 
houses. 
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NEWS 


Millers 
Falls 
Names 
New S.M. 


Arthur E. 
Ackerman 


Millers Falls Co., Greenfield, Mass., 
has announced the appointment of 
Arthur E. Ackerman as General sales 
manager. Mr. Ackerman will succeed 
Clarence W. Otto, who is retiring as 
vice-president and general sales man- 
ager after 36 years with the company. 

A native of Naugatuck, Conn. Mr. 
Ackerman first joined Millers Falls at 
a plant formerly operated in Brattle- 
boro, Vt. He later transferred to the 
sales department, serving for many 
years as assistant district sales man- 
ager in the Chicago territory. In 1948 
he came to the home office as assis- 
tant sales manager and has continued 
in this capacity until his present ap- 
pointment. He is currently making 
field trips to meet distributors and 
sales personnel. 


New S.M. 
Post For 
Dempsey 


bX 
Dempsey 


In a recent release from Oxwall 
Tool Co., Ltd., manufacturer of pop- 
ularly priced hand tools, the appoint- 
ment of J. A. Dempsey as sales man- 
ager was announced. Mr. Dempsey, 
formerly with Firestone Tire and 
Rubber Co., has an extensive back- 
ground in merchandising and sales 
promotion work. 


Strevell-Paterson Ups Two 

Salt Lake City, Utah—Directors of 
Strevell-Paterson Hardware Co., re- 
gional wholesale distributors with 
headquarters at Salt Lake City, in 
April advanced two executives, ac- 
cording to Forrest S. Walden, presi- 
dent and general manager, who was 
renamed. 

U. J. Kuhre, a native of Salt Lake 
City and an employe of the firm for 
20 years, was named executive vice 
president. He was vice president, and 
joined Strevell-Paterson at Pocatello, 
Idaho, in 1937. 


F. M. Moore, another Salt Lake 
native, was advanced from operations 
manager to vice president in charge 
of operations. 

Other officers who were re-elected 
by directors at the April meeting, in 
addition to President Walden, were: 
L. W. Mansell, treasurer, and R. E. 
Mark, secretary. 

New executive vice president Kuhre 
is widely experienced. He had a tenure 
with Baker-Hamilton Co., Los An- 
geles, wholesale hardware company, 
and was in Pocatello until 1950, when 
he was named merchandise manager 
at Salt Lake City of Strevell-Paterson, 
and in 1953, he was elected a vice 


president. 3 % 
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San Francis™™ 
AST yoysew 

PERMANENT insignia of the 
Western Housewares Assn. is shown 
with the insert denoting the West 
Coast Housewares Show—July 22-26. 
Other events will be announced 
through a change of inserts in the 
standard insignia of the association. 





E. A. THOMPSON, INC., MERCHANDISE MART, SAN FRANCISCO 3, CALIF. 
SAN FRANCISCO * LOS ANGELES * SAN DIEGO * PORTLAND * SEATTLE * DALLAS 
HOUSTON * ST. LOUIS * ST. PAUL * PHILADELPHIA * DENVER © DETROIT 


MAY 1957 


For Details Circle 42 on INQUIRY CARD 


Say “seal it” 
when you sell it! 


Thompson’s Water Seal is the all-season, 
all-purpose water sealer, tried and 
proved in commercial and residential 
construction. And it’s the natural selling 


companion for such hardware items 


as brick barbecues, awnings, 
ready-made fencing, patio 
tables — and with paint. 
Thompson’s Water Seal pro- 
tects and preserves unpainted 
or painted wood, plaster, 
concrete, stone, mortar, 
stucco, canvas, leather, 
asbestos, fabric and many 
other materials — locks out 
moisture for 5 years or more. 


“Seal” your sales for 
extra profit 

Retails at $1.55 quart; 

$4.78 gallon. Other sizes from 
8 ounces to 55 gallons also 
available. For complete 
information, write Dept. F-5 





the handiest 
Plier for your 
customers... 


THE 
FASTEST 
SELLER 
FOR YOU 
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SELL THE COMPLETE CHANNELLOCK LINE 


/ 


No other plier does so many 
jobs so well as a Channellock 420. 
That’s why every year more and 
more householders . .. as well as 
mechanics . .°. buy Channellocks, 
Cash in on this growing popular- 
ity. Put these handy pliers out 
front for your customers to see 

. reach for... and try. You'll 
be pleasantly surprised how many 
times they’ll tell you to wrap it 
up. Channellock’s increasing sales 
record proves that. So make the 
Channellock line your plier line 
...and let the Channellock 420 lead 
the profit parade in your store. 


CHAMPION DEARMENT TOOL COMPANY 


MEA v E PENNSYLVANIA 
For Details Circle 43 on INQUIRY CARD 
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NEWS 


“Service Centers" Fill Need 


“Because the gasoline powered 
equipment business has become a gi- 
gantic . . , with sales exceeding a 
billion and a half dollars, two things 
are being demanded by purchasers of 
that equipment.” ... “An engine that 
will do the job and a guarantee that 
service is available wherever they 
may be located. 

The preceding statement comes 
from Don Thomas, president of Clin- 
ton Machine Co., whose organization, 
to supply the answer to these de- 
mands, along with producing quality 
equipment, maintain over 10,000 “Ser- 
vice Centers” across the nation. 

The “Service Centers” are more than 
just a catch phrase for boosting sales, 
as large numbers of people are em- 
ployed each year in the training of the 
personnel who man these service out- 
lets. 


Westinghouse Ups Cook 


SAN FRANCISCO — Westinghouse 
Electric Corp. has announced the ap- 
pointment of William R. Cook as 
northern California district sales 
manager of specialty products. Mr. 
Cook, who will head the new depart- 
ment set up in the reorganization of 
the company marketing structure, 
was formerly a branch sales manager 
for the firm. 


Dallas Gift Show Set 


In a recent release from Allied Ex- 
hibitors Inc., the dates September 1 
through 5, inclusive, were announced 
for the 34th Allied Gift and Jewelry 
Show. To be held at the Hotel Adol- 
phus in Dallas, Texas, the show will 
feature china, glass, dinnerware, gift- 
wares, stationery, giftwraps, cutlery, 
pottery, lamps, pictures and mirrors. 
The Texas Retai! Jewelers Ass’n. will 
hold their annual meeting during the 
show. 


Scott C. 
Rexinger 


Scott C. Rexinger, sales manager 
for electric housewares of McGraw- 
Edison Company, will assume com- 
plete responsibility for all sales of 
Toastmaster domestic appliances. 

Active in the electrical appliance 
industry since 1932, Mr. Rexinger has 
been associated with Toastmaster for 
more than 19 years and has been sales 
manager since 1952. 

Mr. Rexinger is assuming the func- 
tions formerly performed by W. E. 
O’Brien, who resigned recently as 
Toastmaster vice-president. 


Sylvania Re-Forms 
Lamp Sales Division 


The establishment of a new retail 
lamp sales organization, by the Light- 
ing Division of Sylvania Electric 
Products, Inc., headed by Herman L. 
Schreiner as product sales manager of 
retail lamps, was recently announced 
by the firm. 

Mr. Schreiner will have a national 
sales staff of regional retail sales 
supervisors and sales representatives. 

Previously the division had ex- 
panded its sales organization by 
creating two other specialized groups 
—a fixture sales department and an 
industrial-commercial lamp sales de- 
partment. 

With Sylvania since 1949, Mr. 
Schreiner has, for the past four 
years, specialized in the field of retail 
lamp sales. 





Poster Offered to Dealers 


IN CONJUNC- 
TION with their 
outdoor - living pro- 
gram, the Chicopee 
Mills are offering a 
full-color poster, on 
Fibre - glass screen- 
ing, to dealers. 
Available along with 
the poster is a Patio 
Booklet for distribu- 
tion to customers, 
giving many ideas 
for patio construc- 


tien. Add a summer room te your home 


For Details Circle 300 
on INQUIRY CARD 
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CHICOPEE 
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YES SIR, 1 sell Bow saws, all sizes 
»»» Gensco Bushman Bow Saws. 


This dealer, like so many 
others, really profits with 
the long line of Gensco 
Bushman Saws. It’s no won- 
der! He has the most com- 
plete line of fast cutting, 
easy to handle bow saws (11 
different sizes); he can fea- 
ture replacement blades that 
bring customers back again 
and again, and he sells qual- 
ity — second to none. 


Sell, feature and profit 
with Gensco Bushman Bow Saws now 


REPLACEMENT BLADES 


OA FPA 


BUSHMAN BUSHMAN NORDIC 
PATENTED PULPWOOD RAKER 
BLADES BLADES BLADES 


en 


21” ALL-purpose Saw 
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24” Camper's Saw 
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30” and 36” Saw 
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42” and 48” Adjustable Saw 
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30” and 36 
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” Miner Saw 


Extended Handles in 30-36-42 and 48” 


OTHER GENSCO PRODUCTS 


Esteel Wood Planes 


SEE YOUR JOBBER 


“> > 


Swedish Wood Chisels 


Lindstrom Pliers and Cutters 


WRITE FOR LITERATURE 


GENSCO TOOLS 


GENERAL STEEL WAREHOUSE CO., INC., 1808 N. Kostner Ave., Chicago 39, Ill 


For Details Circle 44 on INQUIRY CARD 
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OF FINE MAIL BOXES 


Imagine a box 
of this quality 


...AS LOW AS $4.95! 


Already the top sellers wherever they’ve been 
introduced—and after only 4 months on the 
market! They’re a sure “traffic-stopper,” so 
right for every home. In rich, gleaming, 
heavy-gauge, highly-polished brass...and in 
black-and-pebbled-brass combinations. Write 
for complete information and prices — now! 


ANU Ls 


al 
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“The CONCORD” 


“The MAYFAIR” 


ASK YOUR 
JOBBER TO 
SEE THEM... 


Then 
YOU'LL 


BELIEVE 
IT! 


DUTTON-LAINSON COMPANY 


Dept. HW-5 Hastings, Nebraska 


as 


For Details Circle 45 on INQUIRY CARD 
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/ Water Restrictions Help 
Sell Better Hose 


ECAUSE he has made a spe- 

cial study of lawn irrigation 
where water use is severely re- 
stricted, G. S. McClain, owner 
of City Hardware Company, 
Pueblo, Colorado, is selling a 
50% better unit volume of gar- 
den hose and, most important, 
doing the bulk of his volume in 
better-priced “quality hose.” 

The Pueblo hardware dealer 
began on this program when he 
became annoyed with the “prac- 
tical disappearance of profit 
from garden hose selling.’’ With 
many fringe retailers, such as 
super markets, grocery stores, 
service stations, roadside stands, 
etc., bidding for the garden hose 
business and competing largely 
on the basis of extreme low 
prices, Mr. McClain saw his hose 
sales volume dropping off 
sharply. 

The mere fact, however, that 
most retailers were selling low 
priced plastic hose, with a min- 
imum amount of profit, prac- 
tically no guarantee, etc., dem- 
onstrated to him that by “going 
the other way” he might be able 
to bring garden hose profits back 
to normal. Thus, for the last two 
years City Hardware Company 
has concentrated exclusively on 
better price, long-term-guaran- 
tee garden hose, in 34- and 54- 
inch categories. Included was a 
guarantee of rubber and _ fine- 
quality plastic hose with at least 
a one-year guarantee and often, 
according to the manufacturer, 
a five-year guarantee. 

There is none of the “off 
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Colorado Dealer Beats Competition 
With Guarantee . . . Better Quality 
.. . Larger Sizes... 


brands” of mass-produced “bar- 
gain hose” in the store whatso- 
ever. The average hose sale is 
between $4.50 and $6.50, and 
City Hardware Company is 
showing an extremely high per- 
centage of repeat sales which 
have been built on satisfaction 
alone. 

How can the Colorado hard- 
ware dealer sell hose priced well 
above the average level in the 
community? The answer is sim- 
ply selling the customer on long- 
term satisfaction and durability 
as evinced by unconditional 
guarantee and stressing the use 
of “maximum capacity” hose 
which will deliver the largest 
amount of water per minute in 
lawn irrigation, gardening, etc. 

“This is a highly engrossing 
subject with the usual home- 
owner in areas such as ours,” 
Mr. McClain pointed out, “here, 
watering of lawns has been re- 
duced to an every - other - day 
basis, two hours at a time. This 
means that in most cases the 
lawn scarcely has time to be- 
come wet before the water must 
be shut off. Naturally, the thin 
half-inch plastic hose which is 
being sold at bargain rates by 
many stores simply cannot flow 
as much water as a hose nearly 
twice as large, and consequently 
we have a sales point which any 
homeowner can readily recog- 
nize. 

“We emphasize that watering 
for one hour through a 54” hose 
actually does from 3 to 5 times 
as much good as two hours with 


a half-inch hose, and proved the 
point by simply asking the pros- 
pect to remember the size of the 
sprays which appear along city- 
owned parkways, public build- 
ings, lawns, etc. The municipal 
landscaping department uses 
one-inch hose exclusively, be- 
cause of the larger gallonage de- 
livered and most homeowners in 
passing a city watering opera- 
tion wish wistfully that they 
could produce as large a spray 
on their own lawns. When we 
point out that usually, it is the 
size of hose which makes this 
possible, we find far less re- 
sistance to price.” 

Now, City Hardware Company 
uses a window display through- 
out the year which concentrates 
on a variety of colors and price 
lines of guaranteed, 34- and 5%- 
inch hose, and uses the same sort 
of sales approach with every 
prospect. Naturally, there are 
many times when a customer is 
taken aback at finding the prof- 
fered garden hose priced well 
above the average level. 

City Hardware Company’s 
salesmen immediately come up 
with the water restriction prob- 
lem, then touch on the guaran- 
tee, the distinctive colors which 
are featured in fine hose at the 
$5.00 price levels, and close by 
pointing out that one 25-foot 
length of hose, at $5.50 for ex- 
ample, which is guaranteed five 
years, is a far better buy than 
several 25-foot lengths of cheap 
hose at $2.98, which require re- 
placement almost every season. 
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Water Enthusiasts Third Most Active Group 


URING the past decade Amer- 

icans, in a search for more 
and better recreation, have 
adopted water sports activities 
so wholeheartedly that boating 
and its manifestations is taking 
its place along with fishing and 
hunting as a third major active 
sport. 

Actually it is the hunters and 
the fishermen who are expand- 
ing their activities and expendi- 
tures in the boating field that has 
brought about this increasing 
interest and activity in water 
sports, although there are thou- 
sands upon thousands of water 
enthusiasts who have never in- 
dulged in hunting or fishing. 

And, while there is no dis- 
puting the fact that hunters 
and fishermen are the backbone 
of the sports department, there 
is also no disputing the fact that 
the activities of the Nimrods 
and the Waltonians, buying-wise 
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as well as sports-wise, is defi- 
nitely limited to specific seasons. 


No Limit to Amount of Accessory Gear 
That Can Be Sold 

In other words, there is a 
practical limit to the amount of 
conventional gear that can be 
sold in a given area. While most 
fishermen can only use so many 
rods, reels and tackle, and the 
average hunter needs just so 
much artillery, there is prac- 
tically no limit to the amount of 
accessories and allied sports 
gear that these same customers 
will buy. 

In this day of fast transpor- 
tation and an increasing num- 
ber of licensed hunters and fish- 
ermen (See Box on page 71) a 
boat and some type of motor has 
become a necessity for these 
sportsmen of the outdoors who 
find that they must travel far- 
ther and farther into the more 
remote sections of the country 


to find hunting and fishing con- 
ditions similar to those existing 
over a large section of the coun- 
try a few years ago. 

The hunting and fishing boat 
with its small kicker was small 
potatoes as far as retail sales 
were concerned, but the other 
recreational uses to which the 
motor boat has been adapted, 
and which has resulted in the 
manufacturer of boats and mo- 
tors in a wide range of sizes, 
has pushed this marine gear 
into a major category. 

This major category classifi- 
cation is especially true when 
we take into consideration all of 
the fast-growing water sports 
that are engaged in by a goodly 
share of all boat owners. 

Most Water Sports Depend on 

Outboard Motors 


The outboard engine of 1957 
is a far cry from the power unit 
that was available in say 1945. 
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PETERS 


means 


to your customers! 


That's why it pays to 

stock and display the entire 
power-packed line of 
PETERS “High Velocity” 


sporting ammunition. 


PACKS THE\ POWER 
PETERS CARTRIDGE DIVISION, BRIDGEPORT 2, CONN. 


“High Velocity” 1s a trademark of Peters Cartridge Division, Remington Arms Company, Inc. 
For Details Circle 48 on INQUIRY CARD 
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During this past decade motor 
manufacturers have spent mil- 
lions of dollars for research and 
development. Today all of the 
major motor manufacturers are 
offering more concentrated 
power in a lighter engine that 
features less exhaust noise, im- 
proved reliability and improved 
performance together with elec- 
tric starting. Most of these man- 
ufacturers offer a full range of 
sizes from 314 hp. up to 35 hp., 
and some manufacturers are of- 
fering power packages running 
up to 60 hp. 

Strange as it might seem the 
demand for the larger motors is 
growing each year and one ma- 
jor manufacturer reports that 
demand for the big engines was 
up 40% last year. The sales 
manager of this firm in discuss- 
ing this trend to larger motors 
said, “The American family ap- 
parently has discovered that 
boating and all the activities 
that go along with it—fishing, 
water skiing, cruising and many 
others—make for ideal family 
recreation.” 


Boats and Motors Go Together 


The boat, like the outboard 
motor, has undergone some 
changes during the past decade. 
The 765 boats that were dis- 
played by 150 manufacturers at 
the Chicago Boat Show in Feb- 
ruary just goes to show the wide 
choice of craft that has been de- 
veloped to meet the needs of the 
boating public. Many unusual 
and attractive hulls were on dis- 
play at the show, and the cur- 
rent trend in automotive styling 
seems to have influenced the 
boat manufacturers who blos- 
somed forth with sweeping tail 
fins, tail lights, back-up lights, 
bucket seats and “double-bubble” 
windshields. 

Closely allied with the out- 
board motors is the water en- 
thusiasts who go in for riding 
the waves on water skis. And 
this is a growing group who are 
taking advantage of the in- 
creased power packages that are 
necessary for this sport. 

Another group that is making 
increased use of the larger and 
more powerful boats and motors 
are the skin divers who, armed 
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fishermen with 1,303,256. 


11 Western States. 





LATEST LICENSE HOLDERS INFORMATION 


Sports fishing and wild game hunters set a new record in the pur- 
chase of licenses during 1956 according to a recent release by the 
U. S. Department of the Interior. 

Fish and Wildlife Service compilations show that during the fiscal 
year ending June 30, 1956, that there were 33,168,831 hunting and 
fishing license holders in this country. This is an increase of 117,470 
over the previous record set in the fiscal year ending June 30, 1955. 

An increase of 270,296 hunting license holders was responsible for 
the new record. Fishing licenses decreased by 152,826. 

Despite the drop in fishing and the gain in hunting licenses, fishing 
is still the most popular sport. Anglers purchased a total of 18,701,983 
licenses compared with 14,461,848 licenses purchased by hunters. 

California replaced Minnesota as the top ranking state in licensed 


In the 11 Western States 2,752,491 residents purchased fishing 
licenses during this period. During the same period 457,387 non- 
residents purchased fishing licenses. 

During the fiscal year 2,242,592 hunting licenses were sold to 
residents and 106,623 non-resident hunting licenses were sold in the 








with a spear gun and clothed in 
face mask, fin-like shoes, and a 
reserve supply of oxygen, search 
the sea floor for finny targets. 

New innovations and improve- 
ments in gear is constantly tak- 
ing place in the equipment used 
by both of these groups, which 
along with new converts, has 
created a market that is not 
limited to the newly initiated. 

The number of manufacturers 
of houseboats who displayed at 
the Chicago show indicates that 
this mode of living and vacation 
travel is capturing the public’s 
imagination. There were six 
builders of houseboats who dis- 
played craft built of plywood, 
aluminum and steel. There are 
quite a few builders of this type 
craft who didn’t participate in 
the show. 


Boat Joins Auto as Prestige Item 


In this day of longer vaca- 
tions, five-day week (some 
unions are asking for a four-day 
work week), the family boat is 
replacing the family auto as the 
vehicle where the family spend 
most of their leisure time. This 
becomes quite evident upon vis- 
iting almost any popular water- 
way, where entire families are 
to be found cruising the waves 
much like the Sunday driver of a 
few years ago, before traffic be- 
came so congested. 


These family-style water jit- 
neys have also taken their place 
along side the family automo- 
bile, not only in an alloted space 
in the garage, but also as a mark 
of prestige. This prestige fac- 
tor has been recognized by the 
builders who have responded by 
using fancy woods, expensive 
finishes, and chromed and dolled- 
up fittings. 

The size of the market in the 
boating and allied fields is grow- 
ing year by year and it is esti- 
mated by various authorities 
that more than 30,000,000 Amer- 
icans will engage in some phase 
of boating in the current year. 
This is probably a very conserva- 
tive figure when you stop to con- 
sider that this averages out to 
only five persons for each of the 
6,000,000 boats that are now 
owned by fun-loving Americans. 

The six million figure is the 
one used by some of the acces- 
sory manufacturers in discuss- 
ing the market, and most sources 
predict that a half-million per- 
sons will become new boat 
owners during 1957. 

To sum it all up, it boils down 
to the fact that water sports are 
becoming more popular each 
year and that leisure - loving 
Americans are spending more 
and more of their recreational 
dollars for water sports gear. 
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SPORTS SHORTS 


COSTA MESA, Calif.—I. F. Brown- 
son has been named president and 
general manager of Narmco Sporting 
Goods Co, and National Rod Company. 
Both Companies are located in Costa 
Mesa. Mr. Brownson’s background in- 
cludes 17 years with Westinghouse 
Electric and five years with Hunter 
Douglas Aluminum Corporation in 
sales and new product development. 


PORTLAND—Nate Buell and Com- 
pany has been named manufacturers 
representative for the Himalayan Pak 
Company for the 11 Western States 
and Hawaii. Associates of the Buell 
organization, who will contribute to 
the Himalayan operation are: Harold 
Edwards, Portland; Floyd Maurer, 
San Lorenzo, Calif.; Don McCallum, 
Newport Beach, Calif.; Jud Bailey, 
Spokane; and Bill Hays, Portland. 


CROSMAN NAMES SALES MAN- 
AGER—Carl W. McLaughlin has been 
named sales manager of Crosman 
Arms Company, Inc. Mr. McLaughlin 
has had experience as sales manager 
for major appliance manufacturers, 
as a sales consultant, and most re- 
cently, as head of his own manufac- 
turers representative agency. 


SMITH TAKES NEW POST AT 
SCOTT-ATWATER—Henry M. Smith 
has been appointed merchandise man- 
ager of Scott-Atwater Manufacturing 
Co. Mr. Smith, who has been associ- 
ated with the firm since 1953, was 
formerly sales manager in charge of 
national accounts. 


SOUTH BEND UPS TWO—The 
appointment of G. W. Brooks as 
executive vice president and C. A. 
Wallace as field sales manager has 
been announced by the South Bend 
Tackle Company, Inz. Mr Brooks, who 
joined the tackle company in January, 
1953, as vice president and general 
sales manager, will have control over 
all fishing tackle operations of the 
company, including sales. Mr. Wal- 
lace, who joined the firm in 1946, had 
been national accounts manager since 
July 1955. 


SAN RAFAEL, Calif—Charles R. 
Jacobs has been named to the newly 
created position of director of adver- 
tising and public relations by Kimball 
Manufacturing Corp., molders of out- 
board boats, water skis and marine 
accessories. 


BUYS “LIFEGUARD” — Moulded 
Products, Co., Pasadena, Calif., has 
announced acquisition of all manu- 
facturing and sales rights to “Life- 
guard” re-usable life preservers and 
that they will be marketed through 
the firms Swimaster division. 


BOATERS’ BIBLE—The Coast and 
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Geodetic Survey, Department of Com- 
merce has started revising the Pacific 
Coast edition of its mariners’ bible, 
the “Coast Pilots.” This book has a 
lot of meat in it for the professional 
navigator, the fisherman, the yachts- 
man and the armchair explorer. From 
the present volume (1951 edition) the 
reader may learn the several varieties 
of San Francisco fog, what a Santa 
Ana is, why streaming kelp is a dan- 
ger sign, and how to whistle for the 
bridge in Skamokawa Creek, Wash- 
ington. 


ECONOMIC SURVEYS — Quite a 
few of the Western States have, or 
are now conducting, economic surveys 
on hunting and fishing within their 
borders. California and Utah have 
recently completed these surveys and 
the Arizona Game and Fish Commis- 
sion has given the go ahead authoriz- 
ing such a survey. These surveys con- 
tain much authentic information that 
can be very helpful to any dealer in 
long range planning of a sports de- 
partment. In most cases this informa- 
tion can be secured by writing to the 
respective State Department of Fish 
and Game. 


FAMOUS NAMES JOINED—Two 
of America’s major producers of non- 
commercial fishing tackle were joined 
in February when True Temper Cor- 
poration acquired the Montague- 
Ocean City Rod & Reel Company. 
William G. Rector of True Temper 
announced that all three brand names 
—Montague, Ocean City, and True 
Temper—would be retained. 


A REAL “FISH STORY” but a true 
one, is told in this new catalog from 
Montague, Ocean City Rod & Reel 
Co. Among other features the catalog 
explains the new “Sportsman’s Star- 
less Darg” an exclusive invention of 
the manufacturer. Copies are offered 
to jobbers and dealers. 
For Details Circle 290 on INQUIRY CARD 


287—““REEL” GREAT is this New 
reel suitable for fresh or salt water 
fishing. Combining a free spool with 
star-drag and level wind, the reel is 
the first of its kind. Spool is rein- 
forced against spreading and mono- 
filament lines may be used. All brass 
parts, Chromed.—Enterprise Mfg. 


288—FLOATING SINKERS? though 
seemingly a contradiction in terms, 
this is actually a hot item for sports 
sales. In recent test marketing over 
% million were sold in 60 days. Self- 
sell counter carton shows how sinker 
may be cast where a cork float can- 
not.—Keating Mfg. 


289—THAT “COME - HITHER” call, 
so attractive to many game birds and 
animals, is furnished by this line of 
“Enticer” game calls. Now available 
in individual clear, plastic boxes, la- 
beled as to model, type and price. 
Each call is color-coded for easy selec- 
tion—W. H. Jones Co. 
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280—INEXPENSIVE “Apache”, 4 & 
6 power scopes, for .22 rifles, is 
equipped with achromatic lenses and 
other features normally found only in 
expensive scopes. These include eas- 
ily- removable weather caps on micro- 
matic windage, elevation adjustments 
and a cross-hair reticle. The 4-power 
model retails for $9.95 complete with 
mount.—Rotex Sales Co. 


281—TRAILBLAZER PACKRACK is 
a well planned piece of equipment for 
fun, comfort and economy. For hikers, 
prospectors, scouts, forestry men, 
hunters, fishermen and campers. 
Weighs 3 pounds.—Dodds’ Trailblazer 
Packrack. 


282—FAMOUS DARDEVLE AC- 
TION has been retained in new 
Mousiedevle Imp. It has grey and 
brown body and provides effect of a 
harnessed mouse. Made in 2/5 ounce 
for light tackle and spinning.—Lou J. 
Eppinger, Mfg. Co. 
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SPORTS NEW PRODUCTS 


283—PORTABLE fly-tying vise can 
be taken anywhere a fisherman might 
be going. Features a rubber suction 
cup as base so any flat surface be- 
comes a vise bench. Ideal to take 
along on overnight fishing trips or 
for the traveling man who might want 
to spend his evenings away from 
home tying flies for the next fishing 
trip.—Martin Automatic Fishing Reel 
Co., Ine. 


284—WINCHESTER’S Model 70 Af- 
rican big game rifle and the new 458 
Winchester Magnum cartridge are 
now available after more than a year 
of testing in Africa by professional 
hunters. This rifle is manufactured in 
the Super Grade version with a speci- 
ally selected American walnut Monte 
Carlo stock and a rear sight especially 


285—DUAL PURPOSE, Model 140B, 
7 shot, .22 caliber clip repeater, has an 
unusual number of sales points. It’s 
light weight makes it easy to handle 
as a Sporter and its many other fea- 
tures makes it ideal as a first target 
riflle. Notable features are cheek 
piece, sling swivels, Monte Carlo stock 
of genuine walnut, adjustable trigger 


286—JUNIOR LEAGUE model DA- 
822 baseball shoes, available in sizes 
1 to5 inclusive, have a cowhide up- 
per, water-proof “Flexlite” soles with 
a scored straight shank equipped with 
small professional style steel spikes. 
Made for use by Junior League teams, 
and is in addition to model DAL2, 
made with rubber molded spikes.— 
Draper-Maynard. 


developed for this rifle. Sights are 
adjustable for ranges up to 400 yards. 
The Model 70 is priced to sell at $295. 
The 458 cartridge, available with 510 
grain Soft Point bullets or 500 grain 
Full Patch bullets, develops more than 
5000 foot pounds of energy at muzzle. 
—Olin Mathieson Chemical Corpora- 
tion. 


pull, thumb-operated safety, molded 
trigger guard, grooved trigger and 
grooved receiver for mounting scope. 
Rifle has rear micro-click peep sight 
with ', minute adjustments for wind- 
age and elevations, adjustable rear 
open sight and a ramp front sight 
with four interchangeable inserts.— 
0. F. Mossberg & Sons, Inc. 
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Jon-e Announces 
Biggest Ad Budget 
In Company’s History 


Newspapers - Magazines 
TV-Radio to be used 


Minneapolis, Minn. (Special)— 

Aladdin Laboratories, manufacturers of 
the well-known Jon-E line of cold weather 
products, announced that in 1957 they 
will carry the largest advertising campaign 
in the company’s history. 

120 newspapers from coast to coast will 
be used. Large color space ads will appear 
in Lire, SATURDAY EVENING Post, SPORTS 
AFIELD, OuTDOOR LIFE, FIELD & STREAM, 
‘TRUE, ArRGosy, Sports ILLUSTRATED and 
Boys’ Lire along with several other con- 
sumer magazines. Ads will also appear 
throughout the fall and winter in 10 farm 
magazines. 

Radio and TV spots 
have been prepared 
for use in the country’s 
larger markets. 


THIS MEANS _~— 
MORE ¢ 
Jon-e 

SALES 

IN ’57 


Jon-e 

gives comforting heat (without flame) doubles 
as a Cigarette Lighter. Used by Sportsmen, 
Farmers, Outdoor Workers, Servicemen, etc. 
The JON-E is truly an item with universal 


appeal. Now Faster Lighting with Built-In Wick. | 


Made to last a lifetime. Beautifully chromium 
plated and polished. Made by American Labor. 
Fully Guaranteed to work perfectly. 
AVAILABLE IN 2 SIZES 
Standard—heats all day on 1 filling—retails. . . $3.95 
Giant G. |.—heats 2 days on 1 filling—retails. . $4.95 


"=" CARRY THE COMPLETE Jon-e LINE ==* 
Jon-e 
belt 


—holds 2 
standard 
on-e warmers 
over the kidneys. 
Color-fast Red Belt only........ $1.95 
-— 


% 
eon ee oe - oo oo oe 


Jon-e muff 
with built-in zipper 5 a 
pocket to hold heated 


Jon-e. Buckles around 
waist or hangs around 
neck. Made of Water Re- 
pellent poplin, 100% wool 
lined.Red or Brown. 


$3.50 


Jon-e fluid 


—the demand is great for | 
: clean | 
burning fuel. Popular as a | 


this faster starting, 


cigarette lighter fluid. 12 
cans per carton. O.K. to ship 
by mail. 

8 oz. con—list 


; 16 oz. can—list 
‘See eS eS ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee ee oe ee 


NEW ANODIZED BURNER 


New improved 1957 burner 
gives more heat—starts 
faster. 

Standard Size.........$ .75 


GB. b Bees ove cdcnsive 1.00 100% Guaranteed 


ORDER TODAY 


See Your Jobber... 


ALADDIN LABORATORIES, INC. 


Dept. HW-5, 620 So. 8th St., Minneapolis, Minn. 
For Details Circle 49 on INQUIRY CARD 


74 


SPORTS PROMOTION of the MONTH 


(Scheduled on our calendar, 


page 43 for June 15-28) 


























tee Vane. Vtg re Cltann kf 
hi Maral Mtinalttinnntibeans 


OBJECTIVE—Is to create a promotion featur- 
ing all types of gear for the water enthusiasts 
and timed to do a selling job during the early 
summer months when these water enthusiasts 
are hitting the “water trails”. 


WINDOW—Is designed to suggest the gay, 
festive atmosphere of vacations and holidays at 
the seashore. This is achieved by using lots of 
colored paper pennants suspended from rope, the 
use of colorful photographs and travel folders 
depicting water sports, and by using white and 
green paper strips across front of window to 
create illusion of waves upon water. Window dis- 
play should be built around the outboard motor 
and finished off with all types of gear that will 
be necessary for the full utilization of a boat and 
motor. In addition to water skis, safety equip- 
ment, skin diving gear, beach gear, etc., the 
window should feature gear for the fisherman 
and hunter, who are the best customers for boats 
and motors. 


COMING 


a 
JUNE 


ANNUAL 

WHOLE- 

SALERS 
ISSUE 


|—DIRECTORY 
of Western 
Wholesalers 


2—NEW 
PRODUCTS 
CATALOG 


nce 
like a 
"Merchandise 
Show 
In Print" 


The June 
Issue 
is one 

you will 

want to 
save 





HARDWARE WORLD 





THE LEADER IN SALES FOR OVER 15 YEARS * 


Today’s Eagle Water Bags are the 
finest made, highest quality water bags your 


AND THE REASON ; a 
WATER Bag cA 
My, 


customers can buy. Farmers, tourists, 
outdoorsmen have preferred Eagle for over 
15 years. For cool drinking water, and for boiling 
radiators, Eagle Water Bags are everybody’s 
favorite. Backed by a written guarantee. 
You profit more with Eagle. 
ORDER FROM YOUR HARDWARE WHOLESALER 


H. WENZEL TENT & DUCK CO. + ST. LOUIS 4, MISSOURI 





7 Quickie Names O'Donnell Co. | 


jer fe DENVER—Quickie Manufacturing 
Sp RR Co. has appointed the J. C. O’Donnell TELEVISION 


Co., 1455 Galapago St., here, as sales 


@ a : 
Bt (( representatives for the Quickie Auto- 
‘ 1) 


‘ Gi 
si 9) “2 matic Mop in the Rocky Mountain 
- j The O’Donnell firm will contact 


i, P hardware, housewares and depart- 
ment stores for Quickie in Montana, 
Utah, Wyoming, Colorado, New Mex- 
ico, El Paso, and Amarillo, Texas. 


| 
E S07 States. 
NS 


Arenz Named Trade Show V.P. 


Edward F. Arenz has been elected 

to the new position of vice president- 

Trade Shows of the Garden Supply 

Merchandiser, Inc. Mr. Arenz was 

formerly secretary-treasurer and di- 

rector of trade shows. Mr. Arenz 

joined the Merchandiser early in 1953 

“We would have been glad to as advertising production manager. In 

wrap them, Ma'am! You didn't October of that year, he was named 

have to use your sleeve!" secretary-treasurer, and in June, 1956 
became trade shows director. 


Bitee S088 


They like the atmosphere of the 
ball park... 











184HG Hip reof, 


UP Sales and Profits (,~% pager ally 
Feature and removable top trays; 


18” x 104%” x 13”; 


in Tinware with . 3 « . Promote these } also available in 


22” (224HG). 


nationally advertised’ 6°47 oss sosre , W simonsen 
>on ntti oats —_—<—<——— TOOL and TACKLE BOXES 


om $1.49 up 184H Fabricated 
f + steel 18” x 10/2” 
\ 13 
available in 21” 
(214H); 24” 
(224H). 


of full Simonsen line 


p 
MOULI MASHER fimmmers Hiroe 


Another new with 3 grills 


MOULI work- tia a , 
saver joins the A ™ . . ¥ Ree ee * SIMONSEN INDUSTRIES, INC. 


world-famous = =e 
MOULI line { A, a Y 1414 South Michigan Avenue, Chicago 5, Illinols 
of fast-selling P< > ‘ a For Details Circle 52 on INQUIRY CARD 

kitchen uten- = ’ : _ — —- 

sils. This new 
washer does 
fasher does 


a fast, simple q ‘ee: SE eee m 
on vegetables, fruits, etc. . . . and is a perfect ue. 
strainer for broiled foods, macaroni, spaghetti, too. 


Smashing all sales records! al It contains a large graph sheet and scaled 
modules, representing table and wall fix- 


Thousands sold ever y day! : 2 tures, along with many ideas and complete 

ciaeguagen, ae instructions for effecting changes in store 
layout, full modernization or step-by-step 
improvements. Our readers may procure 
this valuable kit for one dollar ($1.00). 
Send money order or check today. 








mot 


MANUFACTURING CORPORATION 


OADWAY JERSEY CITY 6, N 


HARDWARE WORLD SERVICE BUREAU 


1355 Market Street San Francisco 3 
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MARSHALLTOWN TROWEL COMPANY + MARSHALLTOWN, IOWA 
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IN MEMORIAM 





PHOENIX—Floyd E. Griner, 67, 

director of purchases for Arizona 

HENRY C. SANDROCK ’ Hardware Company, died March 27 
from a heart ailment. Mr. Griner, who 
moved from his native Florida to 


Arizona in 1909 had devoted nearly 
heart attack. Mr. Sandrock had been half a century to the retail and whole- 


with the poultry and stock farm ' sale hardware business. He first went 
equipment manufacturers for about FLOYD E Be .. a ; to work for the O. S. Stapley Company 
nine years, and prior to that had been F  * é in firm’s Mesa, Arizona retail store 
engaged in the banking and insurance GRINER and as the firm expanded he became 
business. He was director of pur- part of the staff of Arizona Hardware 
chases for the firm at the time of his company, Stapley’s wholesale opera- 
death. tion. 

He is survived by his widow and He is survived by his widow, three 
a son. sons and one daughter. 


Henry C. Sandrock, 62, vice presi- 
dent of the National Ideal Company, 
died Sunday, March 31, following a 


EXTRA PROFIT$ WITH THE #§& MECHANICS’ TOOLS and 


NEW GEYER ROTARY | | HARDWARE SPECIALTIES 


EDGER. The Johnson New Low Cost 
Brick and Pointing Trowel Set. 





ix) 
MES, 


Model GES Model GE10 


SIZES SIZES 
No. 180—10°'-10'/2"" No. 183—5''-5'/2"'-6 
Newest in the market, Goyer's Retery These T sls are made from the finest bright polished 
Edger and Trimmer has the features Write today aeSC: SFOWESS are Mee 4 - . iat Seg taee 
; spring tempered steel. The Polished Bronze Shank is 
to make it a best seller. © for prices uae fenued vasmiains he blade. Guarz 1 t 
SURE GRIP TIRE TREAD , _ ver vanes actus y a ade. Pema not to 
SELF-SHARPENING BLADE © advertising. tear loose trom blade. lrowels dipped In wax to pre- 
EXCLUSIVE SPRING TENSION selling aids vent rusting, and inserted into envelopes to prevent 
MULTIPLE USES scratching. Bricks packed half dozen in Box; Pointer 
pope yd aa | packed one dozen in Box. 
National advertising and selling aids are offered | Order Now! 
to assure you of extra profits with Geyer tools. . 


For Early Delivery! 











GUARANTEED @ SINCE 1830 


GEYER MANUFACTURING CO. *°°K Fates WILLIAM JOHNSON INC. 
_ BRENNER AND KENT STREETS — NEWARK 3, N. J 
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DEALERS 
FAMOUS BRAND 


ECONOMICAL 


NON IRRITATING x PAINT THINNER 


PLEASANT ODOR 

HIGH FLASH POINT 

LONG LEVELING (NO BRUSH MARKS) 
LONG WET EDGE (‘NO BRUSH MARKS) 


GALS., QTS., PTS., HALF PTS. 





& 
TURPENTINE & ROSIN FACTORS, INC 
SAVANNAH, GEORGIA 


Dealers realize greater profits through faster turnover and higher markup. Stock TANDROTINE — today I pS yh S 
For Details Circle 57 on INQUIRY CARD 
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WATERFEED 


Water soluble cartridge type fertilizer. 2 for- 
mulae, 30-10-10 and 15-40-10. No lawn 
burn. Leaf feeding. Box of 20 cartridges 
$1.00 or in bulk pack. 


a 
é 


Amazing model 553—2 
way watering device. 
Waters overhead or 
flip valve for sub- 
surface irrigation di- 
rectly to roots. 

$4.90 ea. 


1 WATERSPIKE 


WATERFEEDER 


Model 954. Applicator for cartridge 
type fertilizers. Attaches easily to fau- 
cet or hose. Use any watering device. 
Fertilize while you water. $1.99. 


SQUARESPRAY 


Famous model 433. 
It gets the corners. 
Hookup in tandem or 
use to fertilize while 
you water. $2.95. 





PROEN 
PRODUCTS CO. 


[Praen] 


9th & GRAYSON « BERKELEY 10+ CALIFORNIA 








& Display Packaged 


BIG SPRING SALES 
BIG SUMMER SALES 
YEAR 'ROUND GIFT SALES 


There is something irresistible about a 
BIG polished brass bell! And this Bell 
is a beauty that folks just won't be able 
to leave behind. 


Bells are individually packed, fully 
assembled with bracket attached in at- 
tractive display cartons. Show it and 
you'll SELL it! 





EVIN BROS. 
MANUFACTURING COMPANY 
East Hampton, Connecticut 


Sales Representatives: 
John H. Graham & Co. Inc. 
105 Duane St., New York 8, N. Y. 
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INDEX TO ADVERTISERS 





(This index is published as a convenience and not as a part of the advertising contract. Ever 
care is taken to index correctly and no allowance will be made for errors or failure to insert’ 





Note: Figures in parentheses () refer 
to Inquiry Card Number which can be 
circled on inquiry card on page 48 


when desiring further information 


about advertisement. 


A 


Aladdin Laboratories Inc. 


Aluminum Goods Manufacturing Co. 
Cover 


American Steel & Wire Co. 
Atkins Saw Div., 
Borg Warner Corp. 


The Bassick Co. 

Bevins Bros. Mfg. Co. 

Bommer Spring Hinge Co. .............- 64 
Mammen, Mee GG. nc ik vc ce ncetceuse 16, 17 
The Borden Co., Chemical Div. 

The Brearley Co. 


Campbell Chain Co. 
Champion DeArment Tool Co. 
Clinton Machine Co. . 
Corning Glass Works 


Henry Disston Div., 
H. K. Porter Co. Inc. 


Dutton-Lainson Company 


F 
Flash Manufacturing Corp. .............. 24 
Fuller Tool Co., Inc. 


General Steel Warehouse Co. Inc. ........ 
Geyer Manufacturing Co. 
The A. C. Gilbert Co. 


Hayes Spray Gun Co. 


Irwin Auger Bit Co. 


Jackson Manufacturing Co. .............. 58 
Willines Johease, THE. . 2.6 cece cvetuemen 


Mathias Klein & Sons 
Krylon Incorporated 





L 


Landers Frary & Clark, Universal Products 


Marshalltown Trowel Co. ................ 76 
The Metal Ware Corp. .................. 79 
Robert E. Miller & Co. Inc. .............. 80 
PD NN OR ae Ril sina ki Kwikies 0 Ss ete 18-19 
Milwaukee Tool & Equipment Co. ....... 
Molly Corporation 

Mouli Manufacturing Co. ................ 


National Lock Co. 
Nicholson File Co. 


Ox Fibre Brush Co. Ine. 


P 


ae ee 
Proen Products Co. 


Red Devil Tools 
Remington Arms Co. 
Richards-Wilcox Mfg. Co. ..............5. 53 


Ss 


Schlueter Manufacturing Co. 
Silver Lake Co. 


T 


S. G. Taylor Chain Co. 

E. A. Thompson Co. Inc. ........ 00:00:55 
True Temper Corp. 

Turpentine & Rosin Factors Inc. 


U 


United States Steel Subsidiaries 
American Steel & Wire Co. 
U. S. Steel Corp., Cyclone Fence 
U. S. Steel Products, Boyco Div. 


WwW 


Warp Bros., (Flex-O-Glass) (1) ..Front Cover 
H. Wenzel Tent & Duck Co. (50) 

Wilshire Manufacturing Co. 

The Wood Shovel & Tool Co. ............ 


Xcelite Incorporated 


Yardley Plastics Co. 


HARDWARE WORLD 





For steam, hot or cold 
water, oil, gas and 
compounds. 


DESIGNED for rugged service. 200 
pounds pressure. These valves can’t 
stick. They are also available with 
rubber poppets for use with air or 
cold water. Operation is noiseless. 

Very sensitive in operation. Work in 

any position. Made in seven sizes. We 
“\ will design special Check Valves. 


Write today for Bulletin 1002, or telephone 
James Tannehill, Harrison 3313 today. 


STRATAFLO PRODUCTS, INC, 


; Fort Wayne, Indiana 
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Get Ready For 
SELF-SERVICE 


To get the full advantages out of a self- 
service type of operation, layout, fixtures, 
and special departmental arrangements are 
necessary. 


OUR STORE IMPROVEMENT KIT... 

will help you to achieve the kind of set-up 
you want when you change over to self- 
service. 


It contains a large graph sheet and scaled 
modules, representing table and wall fix- 
tures, along with many ideas and complete 
instructions for effecting changes in store 
layout, full modernization or step-by-step 
improvements. Our readers may procure 
this valuable kit for one dollar ($1.00). 


Just circle the Inquiry Number (Appear- 
ing below this ad) on one of the Reader 
Service Cards between pages 68 and 69 
and you will receive the kit and invoice 
promptly. 


HARDWARE WORLD SERVICE BUREAU 
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METAL WARE 
——" és 


IT BLINKS 
IT BEAMS 


It’s the Multi-Ser- 
vice Lantern for 
handy, reliable, 
and powerful illu- 
mination — ALL 
the light that’s 
needed — PLUS 
automatic blinking 
for safety in emer- 
gencies! 


Retail 
Profitably at 
$5.00 


The “SAFEWAY TRAVELITE” Lantern for 
motorists ... sportsmen... truckers... farm- 
ers ... campers... vacationers .. . picnickers. 
For changing tires and roadside repairs, the 
red blinker warns passing traffic while the 
bright spotlight provides lots of light to make 
repairs. 


HIGH POWER front spotlight Body electro-plated, then 
with unsurpassed beam. Large beautifully enamelled in ham- 
4/,"" highly polished, para- mertone finish, with contrast- 
bolic reflector will not tarnish. ing trim. Handle and bail 


RED BLINKER light is flashed || >r'9ht plated. 

“off and on." Like a light- ; Compact and easy to carry. 
house it sends out its red’ Sliding switches. Weather- 
warning flashes to caution proof. 


others. Real safety! L Uses standard 5 volt Mazda 
TWO SWITCHES. Light either bulbs. Use ONLY 5 volt 
the spotlight or the blinker- Mazda #407 for blinker. Uves 
light . . . or BOTH at the standard 6 volt Lantern Bat- 
SAME time. tery. Economical to operate. 





CATALOG NO. Lantern Weight Standard Pkg. Ship. Wt. Std. Pkg. 
952 2\/ Ibs. . 15 Ibs. 
Individually packed. Fully Guaran- 


teed. Supplied with bulbs but less 
battery. 


WRITE FOR COMPLETE INFORMATION 


THE METAL WARE CORP. Dept. HW5 
Two Rivers, Wisconsin 


Please send me full information on the 
""LOW-BOY"’ TRAVELITE. 


Just sign your name and clip to your letterhead. 


For Details Circle 60 on INQUIRY CARD 





LINES WANTED 


Eastern Manufacturer with excellent 
distribution in New England states, 
Metropolitan New York area, Phila., 
Baltimore, Washington, D. C. area 
and State of Florida wishes additional 
lines for hardware, houseware and 
automotive trades on sales agency or 
distributorship basis. Warehousing 
facilities and paper work handling 
available. All replies held confidential. 
Address Box A-891, care HARD- 
WARE WORLD, 1355 Market St., 
San Francisco 3, Calif. 


WANTED 


Salesman for a large nationally 
known screw manufacturer. Prefer- 
ably a college graduate. Knowledge 
of fasteners and applications and 
sales experience with or thru indus- 
trial distributors desirable. Must be 
willing to travel. Straight salary plus 
expenses. All fringe benefits. Open- 
ings in Atlanta, Cincinnati, Los An- 
geles and Houston. Excellent oppor- 
tunity, write give full details. Address 
Box A-892, care HARDWARE 
WORLD, 1355 Market St., San Fran- 
cisco 8, Calif. 


FOR SALE 


Hardware Store operating over 50 
years. Good Montana location. Han- 
dies general line hardware, paint, 
housewares, appliances, plumbing, 
wiring, sporting goods, gifts. Excel- 
lent territory. Hunting, fishing. 
Living quarters. Low overhead. Priced 
low for quick sale. Address Box A-893, 
care HARDWARE WORLD, 1355 
Market St., San Francisco 3, Calif. 








Announcements in this section are inserted at the rate of ten 
cents per word, including address or box number, with o minimum 
charge of $2.00 per issue, payable in advance. Send copy to 1355 
Market Street, San Francisco 3, California. 








ITIES 





HDWE. STORE: So. W. Ga. State 
agent for licenses. Lge Volume, 
Main St. Loc. Profit Oppty! Dept. 
8626 


GENERAL HARDWARE, S. E. 
Texas. (Incl. install compl. floor- 
ings;) furniture, paints, etc. Gross 
$93,000. $425 per month rent—xInt 
eqpt. & 2 ’56 trucks! Expansion 
into dealer oppty! 


Dept. #8728 

CHAS. FORD & ASSOC. INC. 
6425 Hollywood Blvd. Los Angeles, 
Calif. 











FOR SALE 


Hardware, Paint & Garden Store, 
Seattle, Wash. $10,000 inventory cash, 


[= 





“They make excellent table cloths 
for families with children." 


Fix. & etc. $3,500 on contract. Rent 
$75.00 per month. Address Box A-894, 
care HARDWARE WORLD, 1355 
Market St., San Francisco 3, Calif. 


STORE IMPROVEMENT KIT... 


for those who are planning to change 
their layout, expand, modernize, or to 
go into a new location. Kit contains 
a large graph sheet and scaled models, 
representing table and wall fixtures, 
along with many ideas and complete 
instructions. Our readers may pro- 
cure this valuable kit for one dollar. 
Send order or check today. 
HARDWARE WORLD SERVICE BUREAU 

1355 Market Street San Francisco 3 


BOOK FOR SALESPEOPLE 


CHINA AND GLASS by H. Q. Wil- 
son, a 56-page book which reveals 
historical background, manufacturing 
methods and merchandising of pot- 
tery, dinnerware and glassware. 
Excellent sales reference for sales 
people. Special price $.25 each. 
HARDWARE WORLD SERVICE BUREAU 
1355 Market Street San Francisco 3 





COMING ... 
..--. IN JUNE 


Our Annual Western Whole- 
salers Issue . . . Including a 
Directory of Major Wholesalers 

. . and many pages of New 
Merchandise in the “Whole- 
salers New Products Catalog.” 











REMCO ... Bakelite Furniture Rests and Caster Cups 





Cushion Rest 
Drive on type 
Sizes: 2”, 234” 


Drive on Type 
Sizes 1”, 
1p”, 2” 


PINTLE TYPE—Sizes 1/2”, 2” 
Ask your jobber or write— 


REMCO 
<— Furniture Rests 


are made from ma- 
hogany color bake- 
lite plastic. Live 
rubber inserts help 
absorb vibration. 
Needle point nails 
go easily into wood- 
en chair legs. Pin- 
tle types equipped 
with %” universal 
neck sockets. 


REMCO 
Caster Cups> 


are of large diameter, shatterproof, ma- 
hogany in color, They help save car- 
pets, rugs, floors from being depressed 
by heavy casters, etc. 


SIZES 
rg 
234" 





Makers of World Famous 
DOMES of SILENCE 


ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 
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EVERY DAY IS 
EFRY-Day J 


With the 


Wonderful, 


Retail, $1995 
with MIRRO-MATIC Heat Control 
and cord, Fed. Tax incl. 


High-domed cover, with 
steam vent, Retail, $2.50 


paper Af 


electric fry pan 


women want... 


That’s the theme that’s being hammered home, in 
full-color national magazine advertising, to inter- 
ested homemakers—your customers—everywhere! 
Use it, for closer tie-in with this powerful national 
promotion and easier, bigger profit. Use it to sell 


the all-new electric fry pan that has everything 


COMPLETELY 
IMMERSIBLE! 


SELECTIVE 
MIRRO-MATIC 
heat control plug 


. the brand-new MIRRO-MATIC. 
It’s sturdy stamped aluminum, for easiest han- 


dling. It’s full 11” square ...a generous 244” 


deep. It has a handy quick-reference temperature 
table on the handle and a signal light, to tell when 


right temperature is reached. 


When control is removed, pan 
can be completely immersed in 
water, handle and all, for 
easy, safe, thorough cleaning! 


Accurate Heat Control built into 

the plug! Just dial the right heat, 

for whatever food is to be cooked. 
Completely detachable, for 
under-water washing of pan. 


ALUMINUM GOODS MANUFACTURING COMPANY, MANITOWOC, WIS. 


Fifth Avenue Bidg., New York 10 


Merchandise Mart, Chicago 54 


World's Largest Manufacturer of Aluminum Cooking Utensils 


For Details Circle 64 on INQUIRY CARD 





ley ! that CAN'T RUST 
_.and you've made an extra-profit sale! 


> 


ATKINS BW-so0 - 


HANDSAW . 


Stainless Steet 


.+. with 
WEATHERPROOF 
HANDLE of 
Transparent Plastic 
or 11-Ply Marine | 
Plywood 


@ Can't rust or corrode, 
even when exposed to 
salt water. 


@ Atkins new Stainless Steel 
can be re-sharpened ... 
stays sharp longer 


@ Weatherproof handle (butyrate 
plastic or 11-ply marine plywood) 
can't warp, swell or split 


@ 26” length... 8, 10 and 11 points 
@ Beautifully burnished, cross-stripe pattern 
@ “Hang-it-up’’ hole for handy storage 


@ Packaged singly in handsome new “Checkered Flag’’ 
box ...a sure winner! 





Outshines them all... in looks and in performance 


Shimmering beauty that lasts forever . . . its finish can’t be dulled 
by time or weather! The “500”. . . in Atkins’ new Stainless Steel 
satisfies every wish for appearance, keenness, durability and all 
‘round performance! It can be left out in the rain or stored in a 
damp basement without damage. It’s the one stainless steel hand- 
saw that holds its cutting edge and can be re-sharpened! ATKINS 
“500” makes a wonderful gift . . . a proud possession . . . for the 
professional carpenter or the amateur craftsman. 


GF; *“Sharpie’’* says: Treat it rough or 
cf A “leave it lay” in any weather... the Marrs ATKINS SAW DIVISION 


“500” is INDESTRUCTIBLE! Borg-Warner Corporation 


INDIANAPOLIS 9, INDIANA 


Always buy ATKIN s sili Peep, Branches: Chattanooga ¢ Philadelphia « 
a cut above the rest! e u Los Angeles « Portland, Ore. 


Export Soles: Borg-Warner International, 


CALL YOUR ATKINS B-W DISTRIBUTOR TODAY 90 Ss ESR Darton, Conny a. Sie 


*A Trade Mark of Borg-Warner Corporation Copyright 1957 by Borg-Warner Corporation 
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